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ough Proofs 


According to Ed Burns, the 
ennant technique of the Chicago 
‘ubs is to tire out the Cardinals 
‘St. Louis so the world’s cham- 
ions aren’t able to beat anybody 
pise. 


~~ = + 
A newspaper medical writer, 
jiscussing baldness in men, says 
t has been deducted that male 
rmones may be the cause.” 
When a man’s hair is deducted, 
he isn’t concerned with causes. 


a ee 


“Space salesmen—are you tired 
f being renegotiated?” asks a 
Jassified advertiser. And the an- 
wer is right in line with CED 
mromotion—start your own paper. 

, 

Distillation Products, Inc., is 
villing to tell advertising men all 
about the molecular distillation 
mrocess and what it can do for 
nem. 

How about a little up-to-date 
information on the atomic pro- 


ess? 


ries 


nd 


om | T 
ADVERTISING AGE reports that 
E-Z-Do space savers are used in 
he homes of Betty Hutton, Dor- 
thy Lamour and Veronia Lake. 
That’s one way to save space. 
7, + F 


G. S. Fowler, of Richard Hud- 
nut, has been promoted from sales 
nanager to general sales man- 
ager. 

Three stars or four? 

>, + 

United Air Lines is celebrating 
is twenty-fifth anniversary with 
release of a sound film, “Of Men 
and Wings.” 

That could be the cue for a 
dern Virgil’s “Arma virum- 
que.” 


™ 
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RCA is putting on a big cam- 
baign to promote unbreakable 
plastic phonograph records. One 
of the good points about phono- 
graph records heretofore has been 
that they aren’t unbreakable. 

— 

It seems that the magazine lin- 
age tabulation in the August 20 
issue of AA credited True to Mac- 
fadden, but the Macfadden boys 
Would probably insist that’s only 
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lalf the story. 
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y The younger woman’s brand 
Oy references are unformed, says 
‘: ly ll Dell Modern Group, while 
Y 


ett Women’s Group tells you, 

nen of 20 to 30 reveal amaz- 

rand loyalty.” 

‘se gals just won’t stay put. 
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\ r, U. §. News claims a batting 
\ '\\ @‘’er ge for its forecasts of some- 
NY BPhin: like .950. 
x \ That’s not a batting average, 
\) aS © miracle. 
\ ¥.% s 
i Pier Aircraft will give its 
)\\ les nen a thorough grounding 


ictical sales technique, 
‘ory says. 
ground crew is still very 
tant in aviation. 
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\ f-ach the PM mind,” says a 
\Y £ cine promotion ad. 
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it have anything to do 
those evening highballs? 


Copy Cus. 


working now 
for the same 
employer, al- 
though in a 
| different de- 
partment. 
The new 
assistant sec- 
retary, who 


Benton and Bowles 
in ‘Partnership’ 
Again, for U. S. 


Truman Defines 
Benton's Public 
Information Job 


| 


Washington, Sept. 5.—wWilliam 
Benton, who in 1936 resigned as 
‘a $50,000-a-year partner in a 
$15,000,000 - account advertising 
agency, in 
order to do! 
something — 
he gicn’t 
know just 
what that 
would be 
more__ closely 
related to 
public  inter- 
est, was today 
named As- 


sistant Sec- 
retary of 
William Benton State. The 


appointment 
was made by President Truman. 
This appointment, paradoxically, 
will in a sense reform the part- 
nership Mr. Benton gave up nine 
years ago, for his old partner, 
C h.a5-4.62 
Bowles, is 


fills the va- 
cancy left by 
the resigna- 
tion of Arch- 
ibald Mac- 
Leish, will have charge of public 
relations and cultural relations for 
the State Department. His will 
be the responsibility of molding 
existing department information 
machinery and the scattered and 
varied activities of the OWI over- 
seas branch and the Office of 
Inter-American Affairs, into a 
working team by the end of the 


Chester Bowles 


year. His appointment indicates 
an increasing inclination of the 
State Department to develop 


“merchandising methods’ which 
will make the organization more 
potent in the economic field as 
well as in the purely diplomatic 
sphere. 

Any doubt that William Benton 
can handle this exceptional task 
must be dispelled by a glance at 
his current duties: He is vice- 

(Continued on Page 66) 


‘Creative Man’... 
praises a toothpaste ad. 


Page 47. Other fea- 
tures: 
Ad-libbing 12 
Editorials 12 


Getting Personal 
Information for Advertisers 


24 
12 


In Washington 32 
Obituaries . 67 
Photographic Review 7\ 
Postwar Planning . 38 


Rough Proofs ! 
Voice of the Advertiser 56 | 


Utility Series 
Cites New York’s 


object of “promoting wider appre- | 


Federal Rule Hits War 


Place in Industry Contractors Ad Costs 


New York, Sept. 6.—With the| 


ciation of New York City’s leading | 


picture,” Consolidated Edison 
Company of New York has sched- 


tisements running up to 1,000 lines, 
supplemented by outdoor, show- 
room and window displays, timed 
to coincide with the period of 
conversion from war to peace. 

The campaign, through Batten, 
Barton, Durstine & Osborn, will 
appear every two weeks in 80 
metropolitan dailies, weeklies and 
foreign language papers. 

Copy will emphasize New York’s 
contribution to America’s output 
of war material which, ‘owing to 
the city’s strategic position as a 
great seaport, could be shipped di- 
rect ‘from factory to the fighting 
fronts’.”” Ads will display a state- 
ment that ““New York plants expect 
to employ 37% more people after 


| position in the nation’s industrial | 


| uled a series of newspaper adver-| 


the war than they did before,” and | 


point out that future plans for ex- 
pansion in the metropolitan areas 
will be aided by an abundance of 
“dependable electric power under 
alert private management.” 
Consolidated Edison, which re- 
cently completed a survey of 
local concerns upon which it fea- 
tures its employment forecast, be- 
lieves that “comparatively few 
people, including New Yorkers 
themselves, realize that New York 
City is by far the largest manufac- 
turing center in the country, equal 
to Chicago and Detroit combined. 


The great variety of products made | 


in its more than 7,000 plants,” the 
company points out, “not only helps 
to cushion the effects of economic 
changes now taking place, but it 
also offers exceptional opportuni- 
ties for employment of returning 
veterans as well as workers for- 
merly engaged in war production.” 


St. Louis Daily News 
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Congress JAP SURRENDER SIGNING 
Peepers SET FOR TONIGHT; YANKS 


Introducing: 
The Daily N 


Effort 
| ls Made to 

EXTEND OCCUPATION AREA 
Sa Lan Ae 


60,000 Unemployed im Se Lowi A 


oo ir at 


UNION'S—This is the front page of 

the first issue of the St. Louis Daily 

News, interim newspaper published by 

the St. Louis Newspaper Guild during 
the city's newspaper strike. 


St. Louis Strike 
Ends as Dailies 
Buy Paper Routes 


St. Louis, Sept. 6.—Publication 
of the Globe - Democrat, Post - 
Dispatch and Star-Times will be 
resumed tomorrow, as publishers 
and unions today settled a three- 
week strike involving paper car- 
riers’ routes, and a one-day strike 
by the typographical union con- 
cerning a new contract (AA, 
Sept. 3). 

The St. Louis Newspaper Guild, 
CIO, and three AF of L unions 
representing employes of the three 
dailies only yesterday got a WPB 
grant permitting them to use 36 

(Continued on Page 67) 


Last Minute News Flashes 


Plans Drives for Seven Best Foods Products 
New York, Sept. 7.—The Best Foods, Inc., has announced advertis- 


ing plans for seven products. 


Nucoa margarine will be promoted in 


four-color, 1,000-line insertions in Sunday newspapers and color pages 
in magazines. H-O oats will be advertised in 37 newspapers, and Presto 


cake flour in 33 newspapers. 


Hecker’s, Aristos and Ceresota flour 
will be advertised in 22 newspapers. 


Shinola advertising will appear 


in 22 national and nine farm magazines, and 45 Sunday supplements. 


Benton & Bowles is the agency. 


Elastic Stop Nut Appoints Basford 

Union, N. J., Sept. 7.—Elastic Stop Nut Corporation of America 
has appointed G. M. Basford Company, New York, to handle adver- | 
tising effective Jan. 1. The account, amounting to $75,000, is currently 


handled by Arthur Kudner, Inc. 


Commissioner Valentine to MC ‘Gang Busters’ 

New York, Sept. 7.—Police Commissioner Lewis J. Valentine has 
resigned to become master of ceremonies of “Gang Busters” at a sal- 
ary of $50,000 a year. L. E. Waterman Company is sponsor and Chas. | 
Dallas Reach Company, Newark, the agency. 


Case Joins Grant Advertising in Detroit 
Detroit, Sept. 7.—Storrs J. Case has resigned from J. Walter Thomp- 


son Company to join Grant Advertising, as an account executive. 


He 


has a broad background in automotive merchandising and advertising. 


Allis-Chalmers to Launch Farm Show 

Milwaukee, Sept. 7.—Allis-Chalmers Mfg. Company, through Bert S. 
Gittins Advertising, will launch the “National Farm and Home Hour,” 
weekly half-hour show starring Everett Mitchell as commentator, over 
about 40 NBC stations, Saturdays at 11-11:30 CWT, beginning Sept. 15. 


Campbell-Mithun Gets Hamm Account; Ups Taube 
Chicago, Sept. 7.—Campbell-Mithun, Inc., has obtained the account 


of the Theo. Hamm Brewing Company, St. Paul. 


The agency has 


elected Walter Taube, senior art director, as vice-president. 


| 


Trade Journal Copy 
Not Reimbursable, 
Warren Decides 


Washington, Sept. 5.—Legality 
of hundreds of thousands of dol- 
lars paid by the Army to price- 
plus-fixed-fee war contractors for 
advertising in trade and technical 
publications during the wartime 
emergency was in doubt today 
following a ruling by Comptroller 
General Lindsay Warren that this 
type of expense is not sufficiently 
necessary to war production to 
justify it as reimbursable. 

The Comptroller General’s de- 
cision, in a few sweeping sen- 
tences, challenged the legal basis 
upon which throughout the war 
the Army had reimbursed cost- 
plus-fixed-fee contractors for a 
“reasonable” amount of adver- 
tising for the support of publica- 
tions devoted to disseminating 
information which was assumed 
to contribute to production “know 
how.” 


Some Contracts Unaffected 


[It is important to remember 
that this story deals only with 
completed cost-plus-fixed-fee con- 
tracts with the Army. It does not 
deal with terminated contracts, in 
which advertising and other costs 
are defined by law, nor with fixed 
price contracts, under which the 
government has contracted to pur- 
chase goods or services at a fixed 
price per unit. At present, it is 
not believed that the Comptroller 
General will attempt to extend his 
interpretation to fixed-price con- 
tracts. 

Cost-plus-fixed-fee contracts are 
believed to account for about one- 
fourth of dollar volume of war 
orders, and latterly they have been 
confined almost entirely to pur- 
chase of aircraft and certain types 
of chemicals. } 


Admits Support Necessary 


According to Mr. Warren, 
“While the desirability of offer- 


ing financial support to certain 
trade and technical journals in 
order that information of inter- 
est may be distributed throughout 
the aircraft industry is readily 
apparent, I am unable to agree 
that such an expense is so closely 
associated with the performance 
of the contract involved as to 
warrant the conclusion that it 


was incident to or necessary for 
the performance of the contract.” 

The item in question was ad- 
vertising of the McDonnell Air- 
craft Company, Memphis, which 
held a number of prime and sub- 
contracts for aircraft and aircraft 
components. 

The decision in the McDonnell 
case obviously applied only to the 


contract under question, but the 
argument of the Comptroller Gen- 
eral was broadened so that it 
could possibly be used in many 


similar situations. 


Warren Explains Contention 


“Conceding arguments that the 
rendering of financial support to 
the various trade and technical 
journals by means of advertising 
was deemed by the contractor as 
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“ 


being necessary to the satisfac- 
tory performance of the contract,” 
Mr. Warren contended, “it by no 
means follows that the expenses 
incurred in connection therewith 
represent reimbursable costs un- 
der the contract. 

“The contractor states that the 
primary purpose of each of the 
publications involved is to dis- 
tribute trade and technical infor- 
mation of interest to the aircraft 
and plastics industries. 

“However, there may not be 
overlooked the fact that it is the 
contractor’s responsibility to ef- 
fectively and intelligently per- 
form the contract and to bear the 
burden of such expenses as neces- 
sarily may be incurred in order 
to acquire the knowledge and 
ability to do so. 


Included in Fixed Fee 


“The rule is well established,” 
Mr. Warren insisted, “that where 
a cost-plus-fixed-fee contractor 
obtains the technical information 
or ‘know how’ necessary to ful- 
fill its obligation under its con- 
tract, the cost thereof is to be 


borne by it out of its fixed fee, 
in the absence of special circum- 
stances or contractual provisions 
requiring a conclusion otherwise.” 

While the Comptroller General 
has previously challenged al- 
lowances for donations, and cer- 
tain types of legal expenses, the 
McDonnell case was the first in- 
dication that he would disallow 
the well-established interpreta- 
tion that a reasonable amount of 
trade and technical journal ad- 
vertising fits within the cost 
framework outlined by Army’s 
basic cost authority, Treasury De- 
cision 5,000. 


Called Operating Expenses 


Throughout the war, Army and 
Air Force procurement circulars 
based on TD 5,000 have specified 
that this type of advertising 
should be allowed, and reim- 
bursed, and as late as July 25 
of this year the most recent re- 
vision of the Air Force procure- 
ment circular specified that ‘“‘cer- 
tain types of advertising of an 
industrial or institutional char- 
acter, placed in trade or technical 


journals, not primarily with the 
object of selling a particular prod- 
uct, but essentially for the pur- 
pose of offering support to such 
trade or technical journals be- 
cause such journals are of value 
in the dissemination of trade and 
technical information to the in- 
dustry, are not considered adver- 
tising expenditures to effect sales, 
but are operating expenses in- 
curred. as a matter of policy, for 
the benefit of contracts being per- 
formed.” 

During recent months, however, 
contracting officers have been in- 
creasingly critical in reviewing 
claims for this advertising in 
trade and technical papers, acting 
under instructions that they 
“should be satisfied that the jour- 
nal in question is of benefit to the 
contractor in connection with the 
work which it may be doing for 
the government under the con- 
tract.” Otherwise, contracting of- 
ficers were instructed to disallow 
the item. 

The Comptroller General’s in- 
terpretation of cost in the Mc- 


FAUVELIOtIY AYE, QEPUCMUE, 


Donnell case, while applying to 
all Army contracts, which are 
audited under TD 5,000, will not 
extend to any settlements under 
contract termination, or to settle- 
ment of completed Navy cost- 
plus-fixed-fee contracts, and may 
contribute to the growing demand 
here for consolidation of military 
contracting and auditing machin- 
ery. 

Unlike the Army, which had 
insisted on the relative freedom 
resulting from application of the 
less specific TD 5,006 in auditing, 
the Navy bases its contracts on 
“joint principles of cost,” in the 
so-called “Green Book,” which 
specifically provides for advertis- 
ing in trade and technical pub- 
lications, and is not subject to 
challenge from the Comptroller 
General. 


OCS Rules Hold 


Since the Comptroller General 
is barred by law from reviewing 
terminated contract settlements, 
except for fraud or gross negli- 
gence, he will not be able to ex- 
tend the McDonnell ruling to any 


Following are excerpts from a V-J 


editorial insert appearing in the August issues of the BPIC specialized export magazines. 


... they shall beat ther swords into plow shares... 


Isaiah Ch. 2., V. 4 


This article, written as peace came to the 
Pacific, will appear in all BPIC magazines, to 
be read by business men, merchants, engi- 
neers, transport and health leaders, indus- 
trialists, technicians, officials, leaders of opin- 
ion, throughout Africa, Asia, Europe, Oce- 
ania and the Western Hemisphere. Obvious- 
ly, it touches only a few of the major 
problems facing a world turning from the 
greatest of all wars to the peace in which 
our hopes are expectant of an expanding 
world economy, in which the peoples will 
be better fed, have better houses, better 
clothes and better health. 


* * * * 


We have started to create the machinery 
for peace. The United Nations Charter 
formed a concert of friendly, cooperating 
nations, that will be guarantor of many 
years in which war will be banished from 
the face of the earth. 


* » - * 


The peoples of all countries must be permit- 
ted to build and erect new things for them- 
selves, so that the products of their toil— 
from their mines, farms and factories—will 
not be produced for destruction but rather 
for better living. 


* * * * 


Out of war, of course, come many things 
for use in peace. The accelerated re- 
search and production have been fruit- 
ful of great progress in medicine and pub- 
lic health—penicillin and DDT—are two 
examples of medical advance that will 
affect our lives for years to come. Avia- 
tion has leaped ahead twenty years, per- 
haps more. The natural resources of 
many lands have been newly tapped. All 
of our experience in motor transport, now 
nearly half a century in formation, has 
risen to new heights out of our work 
in making armies more mobile. 


* Oo” * * 


Construction at incredible speed, new bases 
in the Pacific, the vast chain of airfields, 
bridging of the rivers of Europe, has taught 
us incredible lessons that will simplify and 
lower the cost of building and construction 
throughout the world. Radar gives our ships 
certain navigation in fogs, at night, through 


storms; aviation will be safer from radar. 
Electronic developments make manufacture 
less costly, speed its many processes. The 
more intricate requirements of airplane man- 
ufacture have brought us new skills. Re- 
search in fuels has meant revolutionary 
results. The story of synthetic rubber is an 
engaging chapter of war. These merely begin 
to catalog a long list of new and improved 
processes, techniques, potentials wrought by 
war. 


Some countries have gained many facili- 
ties out of war that will be of long bene- 
fit. Australia’s huge central and north 
country has been opened with military 
highways useful in peace. Brazil has re- 
ceived a lengthy coastal system of radio 
telephones, built in war, that makes 
needed new communication ties between 
north, center and south. Globe encircling 
air routes and fields constructed in coun- 
tries north and south of the equator such 
as many years of peace could not have 
created to bring the air age much closer. 


+ + * * 


War is not all waste. It has spread riches to 
many countries, in the Western Hemisphere 
and to numerous others, useful in peace to 
strengthen national economies, forecasting 
greater industrialization and potential for re- 
plenishing and enlarging power, water, 
sewer, hospital, health and other facilities 
and replacing worn out transport or open- 
ing new transport. 


* * + * 


The officially expressed intention of the 
United States is to work, post-war, for 
American and international policies mak- 
ing for an expanded world economy, out 
of which all people must benefit. New and 
revised commercial agreements will be 
made by the United States, under the au- 
thority to lower tariffs 50 per cent below 
1945 rates. Huge sums for development 
and financing trade will be provided by 
the Bretton Woods financial institutions— 
the International Stabilization Fund and 
World Bank—and the hugely expanded 
lending-powers of the Export-Import Bank, 
an agency that already has vitally con- 
tributed to the upbuilding of Brazil, Chile, 
Cuba, China, and other countries. 


Plans are afoot for a great international eco- 
nomic and commercial conference of the 
United Nations in early 1946, to organize 
methods for reducing barriers to trade, in- 
creasing trade. Perhaps, even, a whole series 
of new and revised commercial agreements 
are destined between the United States and 
Great Britain, Canada, Australia, New Zea- 
land, South Africa, and India. 


* * * * 


We cannot estimate the speed of recon- 
struction in Europe and the Pacific. In 
important aspects, it may be more rapid 
than seemed possible a few months ago 
when the liberating armies were fighting 
forward. In Europe, it began to be evi- 
dent that bombed out factories were not 
totally destroyed, that, with makeshifts 
and “‘cannibalization” of ees, pro- 
duction could start again. European ports 
had to be cleared by the military and in 
a few months were open for incoming and 
out-going traffic at nearly all points. In 
the Pacific, port and transport damage, 
except in Japan, is undoubtedly small, 
although we must wonder in what shape 
the enemy left them. Manila, in a few 
months, has been so reconstructed by the 
military that, at the war’s end, it was 
receiving incoming army freight in such 
quantities that Manila had truly become 
one of the great ports of the world. It is 
still too early for accurate appraisal of 
such great ports as Shanghai, Hong Kong, 
Singapore and others, but these were sel- 
dom bombed, may be quick gateways to 
ox - long isolation for China and the 
ent. 


* * * * 


Reconversion from war to peace-time produc- 
tion by the American factories undoubtedly 
will be rapid. Some progress had been made 
even before the last shot was fired. But the 
productive, industrial talent and genius that 
produced the fighting weapons to power the 
great Allied drives, and that had turned so 
completely to munitions production in 1941 
and 1942, just as rapidly may turn to civilian 
manufacture. 


* * * * 


American industry, in the 3% years in 
which the Americans were at war, poured 
forth an avalance of $200,000,000,000 of 
munitions and supplies for the hosts fight- 
ing for world freedom, That such indus- 
try cannot gear itself quickly to peace- 
time manufacture, would be well nigh in- 
credible. 


A complete copy of the BPIC V-J editorial insert will be sent to you on request. 
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payment made under re;, 
of the Office of Contrac 
ments. 

Full effect of the M 
case ruling remains to |} 
mined, with at least thre: 
open to the Army and 
tractors: 

1. An appeal might te m, 
for reconsideration of the ryjj, 
on the basis of additions) jp; 
mation, or the submission of ot}, 
cases which might demonstra 
more effectively the nece sity , 
advertising in trade and techni, 
publications, 


Might Ask Court Aid 


2. The Army might Continy 
to approve the advertising a 
cost item, but withhold paymey 
opening the way for the co, 
tractor to apply to the courts fy 
aid. 

3. Contractors might ask th, 
in future dealings with the Arm 
cost items be governed by th 
“Green Book” instead of J 
5,000. 

Conferences between the Arm 
and the Comptroller General a 
under way. It is believed that ; 
the absence of agreement, th ‘ 
Army will continue its auditip : ' 
policy, but will withhold p jill i 
ment pending settlement of tie 


issue. . = 
Meanwhile, it was assumed thg ; 
remaining war contractors woul 
turn to the “Green Book” fj 
complete protection, and reque a 


revision of their contracts accord 
ingly. On the other hand, th 
Army has found few reasons t 
change to the “Green Book” anf 
probably would agree to thij 
formula only if some of its ca 
provisions were specifica!] 


waived. Basford ¢ 
bgency, 
FCC Seeks New Policy % what b 
on Radio Station Sales Ry instit 
Washington, Sept. 7.— Expres 
sing its dissatisfaction with thll'Manufa 
sale of WLW, Cincinnati, to th i 
Aviation Corporation, FCC todagmps We" 4 
asked Congress to write a NeW, the re: 
policy to determine the extent t 
which holding companies, invest NSTITU" 
ment groups, “industrial empires necess, 
and manufacturing companie 
should be permitted to acquil The fi 
broadcasting properties. aid 
Pending Congressional action oftors of 
this request, the commission ord f 
ered public hearings on a_ plagggyPes © 
which would require  license@ha, 9.5 
who intend to sell stations to pul 
lish the terms of sale, with thggears fo 
commission retaining the right Gbng pom 
choose among the applicants wit 
a view to approving transfer i@pevelopr 
the party who in FCC’s oping). 
would “best serve the public 1 lese 
terest.” ake rey 
ions har 
billion di 
pnly will 


Can You Spare Some Space in Your NeMre avai 
Printing for Public Spirited Mes gh 
Planned by the War Advertising Council’ 


tready 
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_ & “... the imstitutional market stands in 
dollar volume alongside of such pre- 
- war giants as the automobile industry, 
the textile industry, the steel industry 
and. ai } aemaeatas ee gah mn 


;  auditin 
Old pay 
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basford Company, New York and Cleveland advertising 
pgency, W. H. Schink is a specialist in markets. Here 
clicy BR what he has to say in a review of the market offered 


ales py institutions. 

— Expres 

— tll'Manufacturers with products for the institutional field 
i, to th . _ ‘ ¢ e 

oc “al ss well as their advertising agencies will be interested 


e ; _ nthe results of a new study just recently completed by 
extent 


s, investfag§NSTITUTIONS Magazine to determine to what extent it 


neat: s necessary to readjust expansion programs. 
> SCO" The figures of last year show that owners and oper- 


action of@tors of hotels, hospitals, colleges, restaurants and other 
S$10n ord 


na pla 


ages han 8.5 billion dollars over a period of three to five 
Ss to pul 


pes of institutions planned at that time to spend more 


with tha™ears for new construction, refurnishing, re-equipping 
: bags ind remodeling. This year's re-survey shows that the 
ansfer ™evelopment of additional new plans, the continued 
S opinioj 


Stslie id bbsolescence of existing facilities and the inability to 
ake repairs and improvements under war-time condi- 
ions have boosted the total market figure to over 10 
lion dollars. It shows that pyramided demands not 
bnly will be translated into purchases as soon as products 
te available, many of these so-called postwar projects 


ready are under way. 
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 Alpvertisine Z\cency 
7 REVIEWS YOUR 


‘ nstitutiona 


“2 his capacity as space buyer of G. M. 


usual Decorating \Maneser ooitiaee —T 


W. H. Schink of G. M. Basford Company discusses the expanding opportunities and possibilities 
of the Institutional Market. 


"Last year it was determined that 92% of the nation's 
institutions planned some kind of major purchases as 
soon as materials could be obtained. This year the re- 
survey shows an increase of 4°, or 96%, will partici- 
pate in the expenditure of the 10 billion dollars. Last 


year 79°, planned remodeling; 39° planned new con- 


struction; 44°/, planned refurnishing; 49°, planned re- 
equipping of general operating facilities. This year 
51% of institutions reporting say that their construc- 


tion schedules already are in or past the blue print stage. 


"The figures developed by last year's survey and con- 
firmed by this year's re-survey establishes that the 
institutional market stands in dollar volume alongside 


of such pre-war giants as the automobile industry, the 
textile industry, the steel industry and the residential 
building industry." 


, : ds Kndtzned” 
of Food | Govt / or Insitutions 


@ HOTELS @ INDUSTRIAL CAFETERIAS 
@ HOSPITALS @ COLLEGES 
@ SCHOOLS @ RAILWAY SYSTEMS 


@ RESTAURANTS 
@ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 
@ YMCA's and YWCA's 
As wartime mass-feeding and mass-housing projects are discontinued the 


circulation now devoted to this coverage will be devoted to clubs, office 
buildings and foreign institutions 


The foregoing analysis emphasizes the tremendous 
market possibilities offered by the institutional field to 
manufacturers of mass feeding and mass housing equip- 


ment and supplies. 


INSTITUTIONS Magazine is the only publication through 
which you can reach all related divisions of the Insti- 
tutional field. 
ucts have an application to this field, your advertising 
message in the columns of INSTITUTIONS Magazine 
will gain for them the kind of acceptance they must 


If your present or contemplated prod- 


have to share in the huge Institutional Market. For de- 
tails, write to INSTITUTIONS Magazine, 1900 Prairie 
Avenue, Chicago 16, Illinois, or consult your advertising 


agency. 


Your BIG Market of BIG. Consumers 


‘ seins Each month INSTITUTIONS Magazine reaches the following big consumers 
== — which make up the Institutional Market: 


@ STEAMSHIP LINES 
@ OTHER INSTITUTIONS 


INSTITUTIONS. WILL 
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Soft Coal Group 
Spends $600,000 in 
New Campaigns 


New York, Sept. 6.—The Bi- 
tuminous Coal Institute is launch- 
ing its third consecutive program 
in magazines this month. Ap- 
proximately $600,000 will be spent 
on three distinct campaigns de- 
signed to inform the public of the 
importance of bituminous coal to 
the American economy. 

Full-page advertisements in 
black and white and full color 
will appear monthly in Liberty, 
Nation’s Business, Newsweek, The 
Saturday Evening Post and U. S. 
News. Feature of the campaign 
will be paintings by Rockwell 
Kent, and the illustrations will 
contain a giant figure symbolizing 
coal. Copy will tell of the de- 
pendence of basic industries upon 
bituminous coal. 

A second campaign will run in 
American Builder, American Home 
and Architectural Forum, featur- 


| ing the “Bonus Basement.” Il- 
|lustrations of the winning de- 
| signs for model modern basement 
|rooms in the small homes design 
contest sponsored by the institute 
| will appear in the ads and copy 
| will point out that use of coal is 
/so economical that the extra room 
| can be built for the amount saved. 

The third campaign, scheduled 
to appear later in the year in 
business papers, will be industrial 
in nature and be aimed at manu- 
facturers who need to replace 
over-age boiler equipment. 

Benton & Bowles, New York, 
handles the account. 


Boosts ‘46 Ad Budget 


Eclipse — Pioneer division of 
Bendix Aviation Corporation, 
Teterboro, N. J., will boost its ad- 
vertising expenditure from $10,- 
000 to $60,000 in 1946, running 
three separate campaigns in busi- 
ness and executive papers and 
aviation ‘‘fan’” magazines. One 
campaign will sell private plane 
instrument panels as a unit. Mac- 
Manus, John & Adams, Detroit, is 
the agency. 


Chrysler Airtemp 
to Supply Monitor 
Air Conditioning 


| New York, Sept. 6.—The first of 
24 manufacturers who are supply- 
ing home appliances and equip- 
ment for Monitor Equipment 
Corporation to announce its con- 
nection with Monitor is Chrysler 
Corporation’s Airtemp_ division, 
Dayton, O. 

In the current issue of ““Chrysler 
Airtemp News,” this division re- 
ports the resignation of Paul B. 
Zimmerman to join Monitor in 
New York as-executive. vice-presi- 
dent (AA, July 30). D. W. Russell, 
president of the division, says that 
“we are sorry to lose him as an 
associate but will have continued 
contact as he will become one of 
our contract customers.” Chrysler 
Airtemp will supply air condition- 
ing for Monitor. 

T. K. Quinn, Monitor president, 
told ADVERTISING AGE, that, be- 


cause announcement at this time 


x 


Advertising Age, September 9. 19 


might cause them to be “‘swamped” 
by other buyers, Monitor would 
not announce the names of its sup- 
pliers until they begin to make 
deliveries, in late October or early 
November. 

Monitor, owned by about 60 
electric appliance wholesalers, will 
start first national advertising in 
The Saturday Evening Post soon, 
through Buchanan & Co. 


Chicago Club to Hold 
Sales Conference 


The Chicago Sales Executives 
Club, in cooperation with the 
Committee for Economic Develop- 
ment and National Federation of 
Sales Executives, will hold a 
luncheon and sales planning con- 
ference at the La Salle Hotel, 
Sept. 13, to discuss the CED’s 
marketing committee survey on 
manufacturing and employment 
prospects (AA, Aug. 20). 

Albert Haring, Indiana Uni- 
versity; Charles R. Hook, presi- 
dent of American Rolling Mill 
Company, and John M. Bickel, 
Carrier Corporation, all of whom 
are with the CED, will speak. 
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“IT understand they just use a six-word presentation 
‘Solid Cincinnati reads The Cincinnati Enquirer! e 


That’s the story. Six words. Solid Cincinnati reads The Cincinnati 
Enquirer. The rest is simply the how-come or reason why. It’s a feet-on- 


the-ground newspaper . 


. . but the feet are moving forward. Modern. 


Streamlined. Edited for easy reading. More features. Better features. 
A constructive, makes-sense editorial policy. All of which makes it 
not at all surprising that The Enquirer’s in solid with the solid citizenry 
you want to reach. (So do others—The Enquirer carries more adver- 
tising than any other Cincinnati newspaper.) 


The Cincinnati Enquirer is represented by Paul Block and Associates 


Magazines Exp ind 
Slowly as Paper 
Begins to ‘Ease 


New York, Sept. 6.—Ex pangj 
plans of major magazines, {o)}) 
ing the recent lifting of est, 
tions on book paper, thi. we, 
still were more rumor than » 
nounced fact. Although signs 
some easing in the paper Supp} 
were apparent in sOme quarter 
most magazines still do not ha» 
enough paper definitely assyyp 
to make large and definite 
ises to readers and advertisers. 

Some reports had it that Hea» 
Magazines’ Good Housekeeping 
currently with about 2,609, 
circulation, was making plans ; 
boost it to 4,000,000—at the sap 
time adding 100 pages over-all ; 
each issue. The Hearst peop 
said they hoped that both the 
reports ultimately may be re, 
lized, but that it was much ty 
soon to talk about them. 


To Boost Circulation 


McCall Corporation is said | 
be postponing increases in pape 
weight, to devote whatever addi 
tional paper that can be had { 
more circulation and advertisin 
for McCall’s and Redbook. 

Macfadden Publications _ to] 
ADVERTISING AGE that, with a | 
more paper, it will first incre 
circulation of its eight magazines 
then permit more advertising, a 
after that increase paper weigh 
Increased editorial contents a 
new titles would come later. 

Although the Farm Journal x 
cently increased the circulatio 
guaranty of its affiliated publica 
tion, Pathfinder, to — 1,000,000 
Graham Patterson, publisher 
pointed out that “no dramatic cir 
culation increases” and no majo 
rate increases are planned for thg 
Journal at this time. The Journa 
for several years has claimed t 
have the largest circulation—2, 
600,000—among farm papers. 

Parents’ Magazine will boost it 
circulation guarantee to 800,000 
up 10.3%, effective with the Ma) 
1946, issue, with the page rate g 
ing up to $2,876, an 8.5% increas 
at that time. Calling All Girls, al 
published by the Parents’ Inst 
tute, New York, will shoot tt 
guarantee up to “at least 750,000 


with the April, 1946, issue, an 
will be issued regularly eat! 
month. Some issues had _ bee! 


combined to conserve paper. 
American Forests magazine 
published by the American For 
estry Association, Washington, ! 
increasing its page rate from $15 
to $175 effective Jan. 1, 1946. 
Liberty Magazine (Canada) 
Ltd. announced a 74% circula 
tion and rate increase effectiv4 


Jan. 1, with the guarantee f 
Liberty set at 215,000 ople 
weekly. The new page rate wil 
be $860. 
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Meeting the architect’s dem 4 


for more information, Pencil P 
inaugurates a new sec! 


“MATERIALS & METHODS.’ 


Moral For You: Tie in! ) v' 
products are NEWS in 


PENCIL POINTS 
PROGRESSIVE ARCHITE TUR 


Send for new book “10 FAC 
330 West 42nd St., N.Y. * 
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Mrs. America today does a lot more pioneering in preparation 


of meals than her grandma ever did. Those days provisions 
were plentiful, larders full, tastes simple, appetites huge— 
none needing lift nor low-down to keep a family sunnyside 
up. once the call to “come and get it” sounded. 

Today, Lady of the House needs to be a bit of an Edison 
to get by. Forced to substitute, stretch, short cut yet satisfy; 
to manufacture man-sized menus that mesh with the market— 
she still manages to put her family in the pink with potluck 
... with The Sun doing its daily best to help her. 

For The Sun rates food today on a news basis. Edited by 
Mrs. Ethel Somers, specialist in affaires culinary, The Sun’s food 
pages run fact-filled toward saving time and ration points, 
meeting today’s provender problems practically, and offering 
concrete suggestions for today’s: menus. Mrs. Somers tells 
The Sun’s alert audience of women just what's cookin’ in 


their particular world as of right now, today, this minute... 
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including recipes packed with pep, allure, and savor. First aid 
to feeding ‘‘First’’ families is a specialty with Somers of The Sun! 

And just as women readers find in The Sun’s recipes a 
rising source of many well-thumbed scrap books, many food 
advertisers are discovering how sales rise in proportion to 
editorial emphasis on food products . . . As witness scores of 
independent grocers appearing in The Sun’s exclusive Food 
Directory every Friday. They wouldn’t be in it if it didn’t pay! 

The Sun’s responsive audience of women give highest 
readership* to the food pages, put pep’ and push behind 
products advertised there. And so long as a medium fosters 
and holds feminine influence, moves its audience into buying 
behavior every day—just so long will it be a “best bet” any 


nationally advertised merchandise can follow with profit! 


*Publication Research Service, conductors of The Continuing Study of Newspaper Reading, made 
an independent study of Chicago Sun food pages, report an 82% to 86% reader hip by women 
as against a readership variation of 80% down to 50% of food pages of those newspapers publishing 


such pages and included in Continuing Study reports. 
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Fate of OWI's 
Ad Programming 
Still in Doubt 


Washington, Sept. 5.—Remain- 
ing staff members of the OWI do- 
mestic branch went methodically 
about the job of liquidating their 
programming organization this 
week, on the assumption that re- 
sponsibility for continuation of 
wartime working arrangements 
between government and _ infor- 
mation media must rest with the 
War Advertising Council. 

With OWI scheduled to close up 
shop Sept. 15, council officials 
freely conceded that it was by no 
means certain that they would be 
in a position to accept the job of 
policing government information 
requests and protecting news- 
papers, magazines, radio stations 
and others from a host of con- 


flicting demands. 

| While the War Advertising 
|Council has been circulating a 
| plan for continuing its operation 
|through the reconversion and 
| postwar periods, sponsoring or- 
ganizations have yet to give their 
full approval, nor has it been de- 
termined whether the council can 
do the job without a central in- 
formation agency to represent the 
government. 


Some Change View 


The presidential order last 
weekend closing OWI on _ two 
weeks’ notice was enthusiastically 
received by a number of govern- 
ment information chiefs who had 
considered OWI chiefly as a nuis- 
ance requiring them to submit 
press releases and speeches for 
clearance. 

As the week went on, however, 
a number of these information 
‘men, and some who had immedi- 
ately recognized the situation, 
realized that with the liquidation 
of OWI, established machinery for 
obtaining national radio, outdoor, 
car card and periodical advertis- 


ing, and other types of publicity, 
would disappear. 

On the spot particularly were 
civilian agencies charged with re- 
conversion problems. On the basis 
of their pre-OWI experiences 
they openly feared that the bulk 
of publicity under a “free mar- 
ket” operation would fall to mili- 
tary recruiting campaigns, and 
Treasury savings appeals. 


Might Ask Reconsideration 


Prompted by knowledge that 
Army, Navy, Coast Guard, Ma- 
rines, Veterans Administration and 
others will soon make new de- 
mands on the information fields, 
agencies like Chester Bowles’ 
OPA were facing the problem of 
securing some sort of continuing 
national advertising cooperation. 
Whether their chiefs would be 
prompted to call upon the White 
House to reconsider its death sen- 
tence on all OWI activities was 
one of the possibilities raised by 
the week’s discussions, 

First victim of the precipitous 
Presidential action was the Treas- 
ury Department, which feared 


A sales executive writes: 


“The best thing of its kind I have ever seen. It 
certainly contains a wealth of ‘down to earth’ 
facts to guide any sales manager covering the 


Philadelphia market.” 


An appliance distributor writes: 


“Your book contains a great d 


and we know it will be mighty helpful to us in 
many of our problems facing our re-entry in 


the appliance field.” 
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An advertising executive writes: 


eal of solid meat 


“It is a grand job and you certainly 
deserve a lot of credit for it.” 


A radio research man writes: 


“We have received many surveys 


from various newspapers through- 
out the United States but find your 
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for The Bulletin.” 
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data to be most comprehensive and 
valuable.” 


A leading automobile man writes: 


“It is without a doubt one of the 
most valuable market studies that I 


another ‘first’ 


The president of an insurance 
company writes: 


“Thanks for your book, ‘The Phila- 


Market.” which we read 


with great interest and profit.” 


Your copy’s available right now! 


The Evening Bulletin 


PHILADELPHIA 5, 


PENNSYLVANIA 
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that radio facilities needed for the | 
forthcoming Victory drive had 
been taken away. 

To protect the Victory Loan 
drive, radio and graphics alloca- 
tions were completed through 
Dec. 8, closing date of the drive, 
and heads of leading government 
agencies were asked to abide by 
the final OWI action. 


Skeleton Crew Suggested 


| 


In addition to attempting final | 
allocations, it was decided that =) 
skeleton crew of OWI radio and | 
graphics people might go on to| 
the Treasury payroll, at least until | 
conclusion of the Victory Loans 
drive, 

Despite warnings from OWI 
staff members that liquidation of 
the programming organization 
would be costly to both govern- 
ment and publicity media, no or- 
ganized movement for salvaging 
of the policing function could be 
found. Nor was there a White 
House explanation for summary 
ending of an agency credited with 
“invaluable service” in “utilizing 
the generous contribution of pri- 
vate press, radio, motion pictures, 
advertising and other facilities to 
inform the American people about 
their government’s wartime pro- 
grams.” 


Now Industry Problem 


A number of suggestions were 
advanced by persons with little 
or no political power, but it was 
generally agreed that at least for 
the present, clearance, if any, 
would be an industry problem. 

Among the suggestions heard 
were: 

1. Creation of a small staff to 
handle relations between govern- 
ment and information media. This 
organization, to be attached either 
to the Office of War Mobilization 
and Reconversion, or to the Bud- 
get Bureau, would be specifically 
barred from clearing news re- 
leases or speeches, 

2. Appointment of a single in- 
dividual to determine “priority” 
needs of competing government 
information officials. 

3. Leave it to the War Adver- 
tising Council. 


Enforcement Difficult 


First suggestion stemmed from 
experienced OWI people who feel 
that it will be difficult, if not im- 
possible, for a private organiza- 
tion to enforce its decisions on 


government information chiefs. 


as ut 


Have you any use for a he-o? 


HOPE—This advertisement is being ry, 
in full pages and 1,680-line insertion; 
in 40 newspapers in I7 cities and in Th 
New Yorker and liquor business pape; 
as a reminder that veterans doserys 
jobs. Carstairs Bros. Distilling Cy 
New York, is the sponsor and Lenne, 
& Mitchell is the agency, whose exe 
utive art director, Hans Sauer, de. 
signed the page. 


whether media will want to pu 
their facilities at the disposal oj 
an industry organization that 
lacks government authority an 
prestige. Moreover, they feel that 
having been rejected by the coun- 
cil, many agencies will “fre 
lance” in an effort to obtain addi- 
tional publicity. 

One representative of this schoo] 
of thought predicted that the allo- 
cation job could be done by 
government organization of per- 
haps 30 persons, on a budget 
less than $250,000, in cooperati 


with the War Advertising Coun 
operating at approximately 
present scale. He pointed ou 


that seven other OWI jobs, suc 
as publication of the government 
manual, are reverting to _ the 
Budget Bureau. 


Would Assign Priorities 


The second point of view re- 
quires only the assignment of 
priority ratings, with actual allo- 
cations made by the council. It 
is suggested by those who feel that 
Congress will not stand for any- 
thing elaborate in the way of a 
central information organization 

Finally, there are some who be- 
lieve that under the plan it has 
submitted to sponsoring organ- 
izations, the War Advertising 
Council, under a_ budget ap- 
proaching $500,000 a year, com- 
pared with the present $180,000 
could do the job. 


MERCHANDISING DISPLAYS 
with Beauty, Function, and Force 


DISPLAY GUILD matches the 
personality of your product 
with displays that encourage 
quick pick-up. for swift sales. 
Metal merchandisers, cabinets, 
stands and dispensers are fab- 
ricated with original and 
skillful technique to spur the 
buying action. Let us help 


you plan your post-war dis- 
plays now. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor - Busines: -10"S 
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: 4 two outstanding publications join to present 

~ the complete story of The Modern Industrial 

Plant to manufacturing executives and 
industrial building designers 
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cone A RETURN TO COMPETITIVE . MANUFACTURING AND SELLING 
i“ MAKES NEW PLANT LAYOUT OF VITAL IMPORTANCE 
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Nith the return of peacetime manufacturing, production executives combined story will be told in the November issues of Mill & Factory and 
hroughout industry are asking themselves a question of first importance. Architectural Record. 
‘How can our plant buildings and production layout be improved in order 
| © manufacture our product at a cost that meets the new competitive Each major function of the modern industrial building is being treated in 
onditions?” a complete section demonstrating, with drawings, photographs and text, 
the building design and equipment solutions to problems facing industrial 
: . , — , t 
n anticipation of this question the entire editorial staffs of both Mill & management toray. 
‘actory and Architectural Record for months have been assembling in- To insure prompt attention to this all-important study a special announce- 
| ‘ormation on the plant layout and equipment problems of industrial ment is being made to all readers of both publications so that they may 
| nanagement, and their solution by leading architects and engineers. This put the November issues to work immediately. 
¥ 
T If your product is used in plant construction or equipment, here is an out- ARCHITECT U RAL 


M ILL FACTO RY standing opportunity to put full information on its application and 
nes: -1nibits advantages where it will be referred to for months to come by the men 
who specify and the men who buy industrial building materials and equip- 
205 East 42nd St. New York 17, N. Y. ment. Be sure your story is in there! 119 West 40th St. New York 18, N. Y. 


Additional information on request 
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Runs ‘Priorities Over’ Ad 
Chicago & Southern Air Lines, 
Memphis, last week released a 
1,000-line newspaper advertise- 
ment to run in Chicago, Detroit, 
St. Louis and other on-line cities, 
as well as in the Wall Street Jour- 
nal, headlined, “You won't get 
bumped anymore — Priorities on 
air travel to end October 15.” 
BBDO, Chicago, is the agency. 


Quinn Heads Dodge Sale 


Edward C. Quinn, assistant 
sales manager of the Dodge divi- 
sion of Chrysler Corporation, De- 
troit, has been promoted to sales 
manager. He joined Dodge in 
1935 as a merchandising repre- 
sentative on the Pacific Coast. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 


Stock Exchange 
Expands Scope; 


Enters Magazines 


New York, Sept. 5—The New 
York Stock Exchange, which 
launched a large newspaper cam- 
paign earlier this year (AA, June 
11), has extended it to national 
magazines. Advertising has begun 
to appear in American Magazine, 
Collier’s, Look, The Saturday Eve- 
ning Post and others. 

Copy will be identical to that 
running in newspapers and inser- 
tions will appear almost simul- 
taneously in both media. First ad- 
vertisement to appear in magazines 
bore the title “Open to all, but 

.’ and explained the workings 
of the stock exchange, insofar as 
it is used for trading of securities. 

Expansion does not involve any 
increase in expenditures, however, 
inasmuch as the budget originally 
allotted to newspaper space was 
sufficient to take care of the cost 
of magazine space. 


Agency is Gardner Advertising | 
Company, St. Louis. 

Meanwhile, the agency is offer- 
ing its members an opportunity to 
supplement the program by indi- 
vidual display panels in offices 
throughout the country. Reproduc- 
tions of the exchange’s advertise- 
ments for display in firms’ offices 
are now available in three sizes. 


Brock Joins G-E 


A. J. Brock, recently a major in 
the Army, in New Guinea, has 
been appointed manager in Bridge- 
port, Conn., of General Electric 
Company’s home bureau, which 
provides technical service on wir- 
ing, heating and other subjects to 
architects and builders. 


Named Goebel V.P. 


Frederick W. Pritchard, for- 
merly vice-president, McAleer 
Mfg. Company, and _ president, 


Trust Company of North America, 
New York, has been elected vice- | 
president and treasurer of Goebel | 
Brewing Company, Detroit. He 


succeeds F. C. Bishop, who has 
resigned. 
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Hotpoint Keeps 
‘42 Prices for 
Its New Ranges 


Chicago, Sept. 5.—Edison Gen- 
eral Electric (Hotpoint) Appli- 
ance Company stood alone this 
week as the first major appliance 
maker to announce publicly that 
it is going to sell its new electric 
ranges at °42 prices—and like it. 

Hotpoint, a leader in the field 
whose decision may well force 
others in the industry to go along 
the same path, hopes to offset any 
initial loss by steadily increasing 
production and sales next year. 

“We are going to sell electric 
ranges at 1942 prices, even though 
costs are higher,’ Gregory L. 
Rees, manager of the range sales 
division, declared. “Our aim is 
to reach production figures in 
1946 that are greater than any 
year in our history.” 

In 1941, last full prewar 
production year, Hotpoint pro- 
duced more than 40% of all U. S. 


Aulhoruly 


It takes years of accomplishment, confidence and 


respect, to earn a position of authority. 


EVENING AND SUNDAY 


A HEARST 


Chicago evening field. 


NEWSPAPER 
The columns of the Herald-American are devel- 


oped by and with the authority of experience and 


principle—and as such have won first place in the 


Nationally Represented ty HEARST ADVERTISING SERVICE 


» 194 


) electric ranges and more th jn half 

of all the electric water 
Its production in previou: yes, 
held close to the same percen; 
ages, and it has turned ‘oi wel] 
over 1,000,000 stoves since thd 
Chicago range factory pi oduc¢g 
its first model in 1910. 

Hotpoint decided on it» pri 
setup without waiting for officj,) 
OPA action on price Ceilings fy 
the first postwar ranges, and thg 
first new models may be price, 
below the maximum leve) pe, 
mitted under forthcoming Op, 
rules. Losses may be caused }y 
higher operating costs and the yy 
of prewar materials in the ney 
units. Cheaper substitute ma! 
terials were being employed 
1942, the year OPA is using fy 
its price base, before war neg 
halted all production. Some , 
the new models are equipped 
with such formerly scarce iten 
as bright trim, automatic timex 
lamps and aluminum deep we 
cookers. 


Production Under Way 


Production of Hotpoint range 
and water heaters started as 
week for the first time since Apri 
1942, with the range line includ 
ing a deluxe model with all x 
cessories, a moderate-price 
range, and a model to sell in th 
lowest price class. The first mode 
to come off the line, carrying ty 
pre-cooked hams to dramatize th 
trip through electric testing a 
paratus, was given the seria 
number 1,383,337. 

Within a month, dealers are ex 
pected to have at least one rang 
apiece for display, Hotpoint off 
cials said. The company’s 1% 
rate of 6,000 ranges a week shou! 
be reached by December, the 
added, and should be topped }j 
1946. 

The first of the new water heat 
ers will be shipped to Hawaii f 
Navy housing, with others to b 
rushed to dealers as soon as th 
Navy contract is fulfilled. 


Caters! 


Ends Paper Black Marke 


The War Production Board ha 
announced it has “terminated 
black market in the business 
publishing comic magazines” 
issuing a suspension order agains 
Gilberton Company, New York 
publisher of Classic Comics, whos 
“willful violations during 1944 
WPB limitation orders result 
in illegal diversion of approxi 
mately 621,498 tons of newsprint 
paper.” 

WPB stated that Philip Spara 
cino, Hempstead, L. I.; Islan 
Publishing Company, Long Beat! 
L. I., and Howard Cumming 
Queens Village, L. L., 
Long Island newspapers, n 
nived” in the violation and ha\ 
|been prohibited from using a 
newsprint so long as WPP 20 
erns newsprint. 


‘Ruberoid Ups Three 


| Samuel P. Moffit, vice-pres 
'dent in charge of sales of Rud 
\eroid Company, New York, ha 
| been elected executive vice- pres 
| dent. Louis Herscovitz, forme! 
sales manager of the western @ 
vision in Chicago, was lect 
vice-president and genera sa 
manager, transferring to th: mé 
offices in New York, and ai 
|G. Cowan, formerly easter di 
sion manager, has been 
vice-president and genera 
ager of manufacturing. 


‘BURION 


BROW, 
ADVERTISING 


19 NORTH MICHIGAN AVE 
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. DAVENPORT, IOWA MANUFACTURERS OF 
PHONE 3-3698 @ 
Marke GRAY IRON CASTINGS rrankit 
™ d} HIGH CHROMIUM IRONS A WEAR RESISTING ALLOY IRON 
ara ha 
hinated 4 MOLINE, ILLINOIS 
ASINess 
zines” bj 18 Aug 1945 
er agains xp 
pw OYoork . 
ics, wh ns U\ 
g 1944 {v 
resulte N Oo » cf The United States News, 
approxi _ xk 4 Washington, 7, D.C. 
newspril v oe 
Fé 
“vt 1 Gentlemen: 
ip Spara A ly | 
.; Islan ow ° I realize that we have a paper shortage and it is 
~d Rees ee & \\ necessary for you to use some discretion. 
who prt GA v 
“4 ad sae V A r, y I would like to appeal to you, in my case, as being 
and hai J ' definitely an old customer in that most of the executives of 
ising ana \ i Ww t/ our company are subscribers to The United States News. 
NPB gov 
' A fd I already take a number of services. It is evident 
{ A that The United States News gets the information that we need 
Vv to run our business, and I feel myself handicapped in not hav— 
2e ing this information; therefore, I plead with you to have my 
rice-presi ‘ily subscription start at once. 
; of Rum. 
York, hac’ If it is necessary, I think I could provide priorities 
vice -presi or what-not to give you the right to give my subscription this 
former! preference. 
estern al 
s_ electé Sincerely hoping you will be able to figure this out 
era a with dispatch, I am, 
| . Very truly yours, 
n ¢ 
oo FRANK FOUNDRIES CORPORATION 
Pra! mé / 
a AE Aag thee fC (200,000 GUARANTEE) 


A.E.Hageboeck:mls President 


The Direct Route to 


those who O.K. both 


corporate and family buying 
* 
Daniel W. Ashley 


Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 
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‘Sales Age’ Bows 


Sales Age, a new digest monthly 
promoting selling as a career will 
begin publication in September. 
Editor and publisher is Charles 
Bennett, former professor of sales- 
manship at St. Louis and Wash- 
ington universities and for the 
past 16 years head of Bennett 
Realty Corporation, St. Louis. 
Editorial offices will be at 4608 
Gravois Ave., St. Louis. 


THE BAKING INDUSTRY MAGAZINE 


_Bakers Helper’: 


FACT NO. 29 — 


The demand for 
BAKERS' HELPER is again 
=" all previous 
records, forcing the Paid 
Circulation Into Bakeries 
up 308 over the previous 
audited ABC statement. 
Investigate and capital- 
ize on this! 


105 WEST ADAMS ST 5 
CHICAGO 3 ILLINOIS = 


270 Broadway, New York 7 NY 
PUBLISHED EVERY TWO WEEKS 


FCC Calls for 
New FM Service 
by First of Year 


Washington, Sept. 5.— Moving 
rapidly ahead toward establishing 
a large number of FM stations on 
its new “upstairs” band, the FCC 
today notified the 46 existing FM 
outlets that they must provide 
service on their new frequency by 
Jan. 1, and that the seven or- 
ganizations currently holding FM 
construction permits must be on 
the air with regular service by 
Feb. 1. 

In addition to moving present 
FM interests to their new fre- 
quencies, FCC wrote the nearly 
500 applicants for new FM sta- 
tions that they should submit new 
financial and ownership data 
which would enable the commis- 


sion to begin parcelling out con- 


struction permits promptly on Oct. 
7, when the wartime radio con- 
struction freeze officially ends. 

Present FM licensees, while re- 
quired to begin broadcasts on the 
“upstairs” band by Jan. 1, will be 
permitted to continue their broad- 
casts on present frequencies for 
an unspecified period, the FCC 
announcement said, “until it ap- 
pears that receivers for the new 
band are generally approved by 
the public and the owners of ex- 
isting receivers have had the op- 
portunity to adapt or convert 
them to the new band.” 


Availability in Doubt 


Just when these receivers would 
be available remained in doubt, 
despite the WPB prediction that 
as many as 4,500,000 radios could 
be made this year. 

While the radio industry was 
in the process of reconverting 
from its staggering wartime job, 
representatives of the manufac- 
turers were trying to come to 
terms with OPA and the Office of 
War Mobilization and Recon- 


Advertising Age, September 1( 


version on a price. 

OPA chief Chester Bowles pre- 
dicted that the problem would be 
solved soon, with cost data rap- 
idly arriving at his agency, but 
industry people insisted that the 
OPA pricing methods might be 
so cumbersome as to handicap 
their reconversion plans. 


Increase Not Set Yet 


How much of an increase OPA 
would grant on radios was not 
known, pending analysis of cost 
data submitted by parts manu- 
facturers. 

Some indication of the answer 
was supplied today by an OPA 
ruling granting an increase of 
10.4% over Oct. 15, 1941, for re- 
ceiving tubes to be used as orig- 
inal equipment in new sets. In 
order to speed production of sets, 
OPA acted on the basis of incom- 
plete information to set “interim” 
increases of 5 to 11% for other 
radio set parts. 

In addition to the controversy 
with OPA, manufacturers were 
still at odds with FCC over in- 


BERNIE ARMSTRONG... 


KDKA Musical Direc- 


tor.. rolls up his sleeves and gives, with equal 


gusto, at the console, on the podium, or as 


emcee of that zany, informal, daily, three- 


quarters of an hour of fun and music, “Brunch 


with Bill.” 


The energetic 


music. 


Armstrong lives and eats 


He is a genius at ferreting out new 


talent. As one of the outstanding figures in the 


Pittsburgh entertainment-field, Bernie meets 


a strenuous schedule on KDKA. On Wednes- 


days, from 7:30 to 8 P.M., he is organist for the 


Duquesne Light show; Mondays through Fri- 


days, 8:15 to 8:30 A.M., he plays for the Dream 


Weaver show; and on Fridays, 7:30 to 8 P.M., 


he directs the music on the Duquesne Brewing 


Co. program, KDKA’s largest local production. 


From its inception, KDKA, America’s first 


broadcasting station, has been noteworthy for 


the calibre of its musical offerings. Today, the 


musical cravings of the millions in KDKA’s 


vast Tri-State primary are competently served 
by versatile Bernie Armstrong and the top- 
notch musicians under his direction. Why not 


put Bernie’s baton to work for your product? 
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WESTINGHOUSE RADIO STATIONS Inc 


KEX © KYW « 


BY NBC SPOT SALES—EXCEPT KEX 


WBZ © WBZA °* 
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KDKA 


* KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


1945, 


dustry plans to produce F)\’ 


Sets 
covering both the old anc 


new 


bands. While manufacturer. pe. 
lieve this will be necessary 4 jp. 
sure FM service while the « witcy 
to the new band is unde; Way 
FCC Chairman Paul Porter hojq, 
that it would be an unjustifieg 
expense for the public anc that 
it might actually slow down the 


shift of stations to their ne) 
quency, 

Under the FCC policy exp 
today, stations operating on the 
higher band will be permitted to 
use reduced power until equip. 
ment becomes available. Soop 
after financial and program ming 
data is submitted, FCC will issye 
temporary construction permits tg 
new applicants, permitting them 
to get under way before all their 
new engineering data is as. 
sembled. 


fre. 
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Shoe Survey Shows 


Few Buying Habits 


More than two-thirds, or 68.7% 
of consumers who were surveyed 
on their shoe buying habits, stated 
that they have no specific months 
of the year for purchasing shoes. 
according to a study conducted jp 
23 communities and among three 
income groups, for the Women’s 
Wear Daily. 

Among those who. expressed 
definite buying preferences, Sep- 
tember leads, with April secopd 
and June third. The study indi- 
cates that in larger cities a higher 
percentage of the consumers 
(39.9% in cities of more than 
100,000) is conscious of having 
special months in the spring for 
buying shoes than the correspond- 
ing percentage (21.5% in towns 
of 10,000 to 100,000) of those in 
medium and small cities. 


To Meldrum & Fewsmith 


Herbert W. Cooper, for the 
past 16 years account executive in 
the Cleveland office of D’Arcy Ad- 
vertising Company, has joined 
Meldrum & Fewsmith, Cleveland, 
as vice-president. 


Van Sant to Agency 


Ben Van Sant, formerly sales 
promotion manager of O’Conno! 
& Moffat, San Francisco, has been 
appointed account executive of 
Hillman-Shane-Breyer, Los An- 
geles. 


let JOHN B OPDYCKE 
4 help you speak and 
-__-. write clearly 


GET IT RIGHT! 


Desk manual, writ 
er's guide and secre 
tary’s handbook."A 
unusually trust 
worthy abridgment 0 
what would ordinat 
ily be seven or eigh 
books.”” — Christa 
Science Monitor 
idexed 
$3.51 


692 pages (1 
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sat 7S For you who thrive on statistics, i ” alia a areal 
oak, al hails doked Gals th hy Sk Comedia Siseee ah HERE’S A “CAVITY” in your California advertising coverage if you’ve 
book "At ee ee en ee ene neglected the fabulous Billion Dollar Valley of the Bees. 


dbook. “A 


ly trust 

ridgment 0 . . a . _ 

a ordina y TheValley of the Bees has 1,220,000 people, Here is one of California’s major markets isolated from the Coast 
o Christ 15.39% of the State’s total. More popula- in a 500-mile valley whose 1,220,000 population is larger than Oregon’s. 


fonitor tion than Baltimore or Cleveland. 
; (indexed 


ae Valley people, prosperous from farming, mining, lumbering, oil and 


¥ Effective Buying Income in the Valley of 


the Bees is $1,472,207,605. That's more industry, have an effective buying income of a billion and a half dollars. 
Levies ae Individually, they buy 34°/, more goods at retail than the U.S. per capita 


average. All together, they spend more on food than any U.S. city except 


dia of bus ' a bpd | y Retail ey the Valley totaled $774,155,- 

ce. Cover fei mn Me: 960. Only five cities in the entire country five largest.* 

» subject 0 : exceeded that figure. The Valley ranks right the & . P . 

ox next to Philadelphia and Los Angeles — Distant Coast newspapers have little influence with Valley people 

Ni ahead of such markets as Boston, Wash- pai * ‘ ‘ 

4s ington, D. C., Pittsburgh, San Francisco . .. have about as much “local appeal” as a New York paper in Balti- 

it . . . . 

— on Lene more. On-the-ground newspapers are the daily habit and buying bible for 
iT ¥ And the three McClatchy Bees dominate in : 

* Valley trading areas where live 83% of all Valley residents. And that means The Sacramento Bee, The Modesto 

or those people ... where 81% of all that EBI Bee and The Fresno Bee. 

us is concentrated ... where 88% of all those , - , 

Fits retail sales are made. Adding these three McClatchy newspapers to your California sched- 

N . 

ule is the only way you can get the Valley coverage you need—because 

ee ere eee each of the Bees dominates in its own area. 


area. In 14-county area, more than 
double circulation of nearest competitor. 


ABC coverage of 91% in city zone: 
57% of trading area. 


ABC coverage of 90% in city 
zone; 50% in trading area— . : F 
largest circulation of any news- National representatives eee ‘@) MARA & ORMSBEE, INC, 


paper berween San Francisco : P ° 
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Too Rare an Example 
Undoubtedly, the most inter-|moting this “outstanding body of 


esting and effective public rela- 
tions program which has devel- 
oped during the past few weeks 
has been the magnificent effort of 
the Chicago gas mask division of 
Johnson & Johnson to find jobs 
for 750 workers whose employ- 
ment terminated when the Japs 
said “Uncle” in an unconditional- 
surrender tone. 

Recognizing long in advance of 
V-J Day that employment in this 
division of the company was tem- 
porary, Johnson & Johnson had 
the foresight to set up a carefully 
developed plan which went into 
immediate operation when con- 
tracts were cancelled, with the 
result that more than 2,000 job 
openings in other plants have been 
made available to the 750 J&J 
men and women who have been 
released. 

This splendid program consisted 
of keeping detailed records on all 
employes, cataloging their skills, 
experience and records, and ag- 
gressively advertising and pro- 


employes” to other industries in 
the Chicago area which might 
need help. A whole series of ads 
has appeared in Chicago news- 
papers, mailings have been made 
to other industries, and best of 
all, the personnel department of 
J&J’s gas mask division has stayed 
on the job to handle requests from 
industrialists, to supply detailed 
information on workers, and to 
do everything in its power to 
make sure that every one of the 
750 displaced workers who wants 
a job gets the best possible one 
in the shortest possible time. 

In our estimation, this is pub- 
lic and employe relations at its 
best. The cost was modest, and 
the return, in the good will of the 
affected employes and the public 
at large, is incalculable. The pity 
is that Johnson & Johnson’s fine 
contribution is so rare an ex- 
ample of a procedure which 
might have been followed with 
equally impressive results by 
scores of war industries. 


A ‘Must’ for Millions 


Much as the recent and current 
wave of newspaper strikes may be 
deplored, their occurrence has 
demonstrated again, and perhaps 
more forcefully this time than 
ever before, that the newspaper 
is an integral and indispensable 
part of American life. 

Newspapers have been living 
through comparatively lean years 
recently, and their business man- 
agements and advertising depart- 
ments have been putting all their 
operations under the microscope 
to see what can be done to im- 
prove their competitive position 
as against younger competitors 
for the favor of advertising. 

Hampered during the war by 
paper restrictions which were less 
irksome to competitive users of 


paper because of their ability to | 


reduce basic weights while the | 
newspapers could reduce only 
yardage, and further hampered 
by an extraordinary supply prob- 
lem which now permits all other 
users to increase their paper 
usage while newspapers must! 
still operate under a restrictive 


quota, newspapers now seem to 
face a period in which strike ac- 
tivities may further complicate 
their activities. 

Yet the closing down by strikes 
of newspapers in New York, Jer- 


sey City, Birmingham, Fort Wayne, 
Houston and now St. Louis have 
demonstrated, in the most force- 
ful manner, that the social analysts 
who have been visualizing the 
newspaper as a kind of outmoded 
anachronism of modern life have 
been tragically wrong. In every 
community where free and nor- 
mal access to local newspapers 
has been denied, the void that has 
been left in the city’s life has been 
unfillable. 

Never, perhaps, has such an 
amazing demonstration of the pub- 
lic’s dependence upon newspapers 
been given as in New York, where 
the late and unlamented strike of 
newspaper deliverymen brought 
hundreds of thousands of people 
to newspaper offices, where they 
stood in lines sometimes miles 
long, in order to get a copy of 
\their favorite daily. 
| In the aggregate, something like 


ten per cent of the total popula- | 


|tion broke into its established 
|routine to stand in line for hours 
lat out-of-the-way newspaper of- 
| fices, so that it might not miss its 
| daily reading. 

| As long as American news- 
|papers can provide a demonstra- 
|tion like this, no one need worry 
‘about their standing, their in- 


| P 
fluence or their future. 


—Merck Review 


“Look what happens when you take my new vitamin—Ba!" 


The News Gets Through 

In St. Louis, where the burghers 
are losing their placid disposi- 
tions as a result of the strike 
which has closed down all three 
local dailies, at least two organ- 
izations have attempted to restore 
a measure of tranquility by pro- 
viding news from outside. 

Shortly after the strike began, 
an executive of the Southwest 
Bank of St. Louis made a trip to 
Chicago and arranged with the 
Sun and Tribune, morning dailies, 
for daily delivery of a limited 
number of copies. These copies 
are prepared by the bank in a 
wrapper reading, “Today’s News 
Today — Compliments of the 
Southwest Bank,” and delivered 
personally, by messenger and em- 
ployes, to the homes and busi- 
nesses of depositors. 

Westheimer & Co., St. Louis 
agency, had the same idea about 
serving its clients, but it was un- 
able to get subscriptions, so it or- 
ganized a “resident buyer” staff 
in Chicago. Each evening they 
buy enough copies from news- 
stands to give Westheimer clients 
regular service, putting them on 
Air Express for delivery the next 
morning. 


Good Promotion 


Not for a long time have we 
seen such an excellent book on 
a business firm as that which 
Robert B. Grady Company has 
turned out for the Uxbridge 
Worsted Company of Uxbridge, 
Mass. There is hardly a page in 
it that isn’t a bang-up good job 
of copywriting and photography. 

It’s rare, of course, to run 
across a volume of this kind that 
is not solidly filled with copy in- 
dicating the company under dis- 
cussion must have got where it 
did by patting itself on the back. 
Somehow the Uxbridge book 
avoids that. But this book im- 
presses us most on another score. 
Largely comprised of photo- 
graphs, most of them good and 
not a few of them simply won- 
derful, it runs a spread showing 
pictures of about two score Ux- 
bridge executives. Each of these 
photographs pack a punch, For 
once in a case like this no im- 
pression is left that all execu- 
tives look alike. 


For Servicemen Only 

If it isn’t too late to mention 
pony editions for servicemen or 
too soon to think about comfort- 
able vacation travel, we would 
like to call attention to the Mil- 


Road’s 


waukee 
booklet prepared for members of 
the armed forces who are either 
overseas or in the U. S. Titled 
“Postwar Veterans’ Victory Va- 
cations,” it tells about America’s 


72-page travel 


western vacation lands, suggests 
various types of trips to take—a 
little later, of course—and tries 
hard to indicate costs of such va- 
cations. 

The booklet is also written to 
the taste of its readers. Unique 
among travel books, this one fre- 
quently contains such convincing 
sacrileges as “Strange, no one 
boasts about how big the mos- 
quitoes are” and “Here’s that man 
with the superlatives again.” We 
hope this represents a trend in 
travel literature. 


Courtesy in Hempstead 

That fine “courtesy” campaign 
developed by James E. Stiles, 
publisher of the Nassau Review- 
Star of Hempstead Town, L. L, 
will get a big play from the 
Treasury finance division in con- 
nection with the forthcoming Vic- 
tory Loan drive. Treasury is sug- 
gesting that the plan be adopted 
for national use during the cam- 
paign, adding that it can help “di- 
vert money into Victory bonds 
and away from the inflationary 
marts which feed on the impa- 
tience and lack of understanding 
of the people.” 


Jottings 

Recipients of those cute hand- 
colored stand-up figures of King 
Features comic characters which 
were sent out by Puck—The 
Comic Weekly will be interested 
to know that the same figures will 
be appearing in gift and novelty 
stores soon. They are being made 
and sold by Multi Products, Inc., 
Chicago. . . 

Chek-Chart Corporation, which 
provides lubrication charts for 
oil companies, has rounded out 
its service by getting out a bicycle 
lubrication chart which is sup- 
plied to gas stations. The poten- 
tials for bicycle lubrication are 
pretty small, the company says, 
but some stations will sell bikes 
after the war, and bike riders are 
auto owners of the future, and 
learning good lubrication practice 
won’t hurt them... 

Tide Water Associated Oil Com- 
pany has issued a vestpocket guide 
to ships of the merchant marine, 
filled with all sorts of intriguing 
information, with a foreword by 
Adm. Nimitz. The booklet is fea- 
tured in Associated advertising 


in West Coast Sunday papers. 


The following documents may 
be secured without charge fron 
companies sponsoring therm, 
through ADVERTISING AGE, by any 
national advertiser or adver ising 
agency executive writing 01 }j 
business letterhead. 


No. 2541. Department Store Shop. 
pers—How and What The, 
Purchase. 

This study, issued by the Ney 
York Post, is based on a survey 
by Fact Finders Associates, andj 
is a supplementary analysis of the 
purchases made by 12,083 key 
shoppers among 20 of New York's 
principal department stores anj 
four specialty shops. This Study 
No. 2 of “Fact Finders Second An. 
nual Report to You” shows how 
purchases differ in type and quan. 
tity by age groups, place of resj- 
dence, newspaper reading habits 
and between store groups. 


No. 2542. Advertisements That 
Have Pulled. 

New Equipment Digest has is. 
sued this brochure which, it is 
explained in the foreword, is not 
a textbook on layout and copy- 
writing, but a collection of types 
of ads which have proved suc- 
cessful from the inquiry-producing 
standpoint. The ads in the book 
are arranged by groups such a: 
increased production, events, con- 
version, deliveries, how to do it, 
etc. 


No. 2543. They Came by the 
Thousands to be Fully In- 


formed, 


A summary of the highlights 
of the recent newspaper ‘deliver- 
ers’ strike and its effects on the 
public, retail sales and the New 
York Times itself is given in this 
folder issued by the Times. What 
happened at the paper during the 
strike, what would-be readers 
said and did, and how the Times 
continued to get news to its read- 
ers are recounted. 


No. 2544. Oil Refinery Men Tel! 
Where They Need Help 07 
Instrumentation. 

The Petroleum Engineer has is- 
sued this booklet, which contains 
a collection of quotes from plant 
superintendents, instrument engi- 
neers and chief engineers of % 
number of leading refineries. The 
comments give a good idea of the 
opinions and practices of the en- 
gineers responsible for the selec- 
tion, maintenance and use of Ire- 
cording and control instruments 
and gauges. 


No. 2469. Vitamin Questionnaire. 
Hospital Management, in this 
booklet, reports on the answers '0 
a questionnaire which was sen‘ t0 
520 hospitals of 200 beds or mvre, 
and was distributed geographic:!l) 
to represent all sections of 
country. The report shows 12! 
81.7% of the physicians practi: ing 
in these hospitals prescribe v ‘a- 
min products, and it lists t) pes 
most frequently used, and ans\ ©: 
questions on pharmacy st *, 
sources of supply, method of °° 
ministration, etc. 


No. 2522. $26,000,000 Is Not - 4 

In this folder, United S: ‘es 
News names the tidy sum in ‘he 
title as the expenditure in °W 
York per year of its out-of- 
subscribers (excluding those 5° 
are residents of New York ‘ty 
and state, New Jersey and 
necticut). The pages follo 
show where the $26,000,000  °°S 
and include a list of shops 4 
divide up $15,000,000 of the ™ 
showing percentages of subscr ° 
who have charge accounts at 


. .' store. 
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3 Never Underestimate the Power of a Woman! 


ghlights 


on the 


. of re- 


5 Nor the power of the magazine 

in which has the largest 

eh audited circulation of ANY magazine, 
given it exclusively by women 
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Paramount's Four 
Films Promotion 


Costs $1,000,000 


New York, Sept. 5.—Paramount 
Pictures, Inc., is spending more 
than $1,000,000 to promote “In- 
cendiary Blonde,” ‘Love Letters” 
and “You Came Along,” Hal B. 


Wallis productions, and “‘The Lost 
Weekend.” 

Copy, calling attention to Para- 
mount’s third-of-a-century anni- 
versary, carries the theme, ‘“en- 
tertaining the world for one-third 
of a century,” and appears in 
magazines during August and 
September. 

“Incendiary Blonde” is being 
promoted in four-color page ad- 
vertisements in The American 
Weekly, Collier’s, Liberty, Life, 
Look and The Saturday Evening 
|Post, and in one-column inser- 
| tions in American Magazine, Cos- 
_| mopolitan, Liberty, Life, Look, 
F | Pic, Redbook, Time and True 
_.| Story. Page advertisements in 15 

*|lan magazines are in full color. 


Using Full Pages 

“You Came Along” is being 
campaigned in full pages in two 
colors in Liberty, Look, McCall’s, 
_ | Redbook and True Story, and one- 
}/column advertisements in Ameri- 
can, Cosmopolitan, Liberty, Life, 
Look, Pic, Redbook, Time and 
True Story. Fan magazines are 


also being used. 

Full-page, two color advertise- 
ments premoting “Love Letters” 
are scheduled to appear the end 
of September and early October 
in Cosmopolitan, Life and Wom- 
an’s Home Companion, in fan 
magazines, and in one-column ad- 
vertisements in national maga- 
zines. 

Advertisements for “The Lost 
Weekend” will appear in the At- 
Lantic, Cosmopolitan, Harper’s 
Magazine, Life, The New Yorker, 
Saturday Review of Literature 
and Time in October and one- 
column advertisements also will 
be used in national magazines. 

Buchanan & Co., New York, is 
the agency. 


Johnson to Coughlan 


Albert R. Johnson, formerly 
sales manager of A. E. Ritten- 
house Company, Honeoye Falls, 
N. Y., has joined G. N. Coughlin 
Company, West Orange, N. J., 
maker of Chimney Sweep soot 
destroyer, as director of merchan- 
dising. 


Advertising Age, September 1\, jg4; 


Newspaper Drive 
Builds Market for 
Poll-Parrot Shoes 


St. Louis, Sept. 6—To build 
large-scale metropolitan market 
distribution of Poll-Parrot shoes 
for boys and girls, Roberts, John- 
son & Rand division, International 
Shoe Company, has just launched 
a newspaper campaign which will 
run through the fall selling sea- 
son. 

The current “back-to-school” 
promotion of the juvenile foot- 
wear centers around a series of 
420-line advertisements, appear- 
ing in the Baltimore Sun, Chi- 
cago Tribune, Dallas Morning 
News, St. Louis Post-Dispatch and 
San Francisco Examiner. Chicago 
and St. Louis copy is gravure, 
the remainder black and white. 
Among cities to be added in the 
near future are New York, Los 
Angeles and New Orleans. 

The campaign is based on a 
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1. HOW LONG AGO WERE YOU LAST 
READING A BOOK? 


ns O 1-2 daysago 15% 2- 4months.ago 7% 
Fa 3-6 days ago 9% 5-11 months ago 9% 
- 1-2 weeks ago 11% 1- 5 years ago 8% 
i 3-4 weeks ago 9% Don’t read books 28 % 
5 Don’t know 4% 


NOTE: Men and women do approximately the same amount of 
a reading. Residents of cities and towns read more books than 
farm families. People in 20-29 age bracket read more books than 
older persons. College-trained Minnesotans read about twice as 
many current books as high school and grade school graduates. 


2. WHERE DID YOU GET YOUR 

LATEST BOOK ? 

Buy 25% Rent 7% Library 18% 

Borrow 33% Gift 9% Other 8% 
NOTE? More city and town readers buy books than farm 
readers. Town and farm readers use more library books than 
city residents. All borrow 1 out of 3 of their books from friends. 
Top economic group buys more books, gets more from libraries 


than other income groups. In another question it was revealed 
that 12% buy through some club membership plan. 


sty ne 
See 5 


1,221,863 Bookworms 


r MINNESOTA POLL* reports on book reading habits 
ew and preferences of Gopher State’s 735,000 families. 

N= 7 
~ ‘a 


a 
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Fe 

4 

3. WHAT KIND OF BOOKS DO YOU a 

LIKE MOST TO READ? - 

History 21% Humor 71% 

Mystery 17% War 5% 4 

Travel 14% Science 5% - 

Adventure 13% Poetry 2% ; 

Biography 12% Other fiction 26% ‘ 
Religion 8% Others 14% 


(Some readers checked more than one classification) 


4, THE AVERAGE FAMILY in Minnesota owns 
between 25 and 50 books. 49% of college-trained Minnesotans 
own more than 100 books. Only 27% of high school and 11% 
of grade school graduates own that many. 69% of top economic 
bracket readers own 100 or more books, as well as 45% of above 


average income group. 
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at adds immeasurably 


@ Star-Journal (evening) and 
@ Tribune (morning)—over 360,000 
@ Sunday Tribune—over 400.000 


ard these 


series of tests conducted i: (yj. 
cago, starting in the fall o 1944 
Announcing the drive to « ealer, 
is a huge two-color mailing piece 
whose front cover keynot:s the 
theme with a parody on radi, 
comedian Jack Benny’s quip 
“They loved us in Chicago!’ Pe. 
veloped along theatrical lines, the 
piece unfolds the story 0: hoy 
the first test campaigns “k) ockeg 
’em in the aisles,” with e>-cerp 


from letters of Chicago 
to back it up. 


Cealers 


Urges Continued Promotion 


Dealers are reminded forceful) 
of “the accepted value of continu. 
ing to promote when you alread; 
have a sell-out.” The mailing 
piece illustrates the dailies to ly 
used and shows a typical adver. 
tisement, with copy stressing the 
fact that Poll-Parrot shoes, “wit; 
10-way built-in fit,” have bee 
pre-tested for 17 years by groups 
of 100 or more boys and girls, 

“We call it our ‘atomic bom) 
campaign,” says M. H. Cable, ad. 
vertising manager of the Inter. 
national Shoe division, “because 
we’re letting it go off from mar- 
ket to market, like cne atom set- 
ting off another.” Gradual ex- 
pansion of the campaign j 
intended to permit the company’; 
advertising and sales department; 
to work closely with dealers in 
the various territories, in the de- 
velopment of tie-in efforts. 

The present shoe shortage and 
likelihood of continued rationing 
are not the least of the company’s 
problems, but dealer enthusiasm 
is reported running high. The di- 
vision promises them that all in- 
creases in allotments will go t 
present dealers first. 

An interesting sidelight on us 
of the promotion piece is a card 
for prospective dealers, substi- 
tuted for the usual type of busi- 
ness reply card offering mats, 
reprints, etc., telling them that 
although Poll-Parrot shoes can't 
be offered to them now, “we do 
want you to know that yours is 
one store we are definitely inter- 
ested in working with as soon 4s 
possible.” 

Krupnick ®& Associates, St 
Louis, is the agency in charge. 


Promotes Johnson 


Stan Johnson, director of pub- 
lic relations of Continental Ai 
Lines, Denver, has been appointed 
director of advertising and pub- 
licity. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each C'ip 
Mounted on S!ip 
Showing Name—Dete 
—Circulation of Pub- 
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T he thunder ing stag c spattering scared folk 


on the street . . . the driver swearing “by Satan’s horns” to make 
haven by nightfall... drew up to the colonial wheelwright for 
repair. At the sign of the spoked hub, the artisan long before had 
taken “timber rough hewn from the green, stack’d to sap and 
season ... with no knots, shakes, rind-gall, or waney edge... shapt 
with shavers, the tines mortised, the felloes fit’. . . had a new wheel 
iron-tired and waiting . . . to speed sire and lady safely over the 


snowy streets, the rutted road, the jolting way. 


THE MODERN newspaper might well be symbolized by the wheel... 
for it is the hub to which all spokes of communications lead. 
From the rim of the world by telegraph, telephone, and teletype, 
over wires and radio waves, the reporter’s words and pictures 
speed to the editor’s desk, there to be joined with the local . . . 
the rough hewn edited, the seasoned facts separated from the 
too-green rumor, the knots and shakes deleted . . . the 
whole shaped by experience, enterprise, and skill . . . to provide 


a swift vehicle of thought, serviceable and dependable. 


In PuiLapetpuia, the Inquirer is the stage which carries the world 
happenings first to a half-million substantial families in its area. By 
serving the readers best, it best serves the advertisers . . . For further 


evidence, prospective travellers in the market are invited 


to inspect the growing linage list. 


The Philadelphia Mnguirer 


This weathered wheel still serves the 
establishment of James Yocom & Son, 
145 North 2 St., Philadelphia 
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Hiram Walker Promotes 
Ready-Mix Cocktails 


Starting in September maga- 
zines and newspapers, Hiram 
Walker & Sons, Detroit, is launch- 
ing an advertising campaign for 
its ready-to-serve Dry Martinis 
and Manhattans. Copy stresses 
ease of serving and freshness, and 
will be carried through into dis- 
play material. Sherman K. Ellis 
& Co., New York, is the agency. 


STUDIOS e 
1014 LOCUST STREET 


SAINT LOUIS, MISSOURI 


Wildroot Expands; 
Credits Growth 


to Advertising 


Buffalo, Sept. 5—In line with 
plans to expand peacetime opera- 
tions, Wildroot Company has pur- 
chased a three-story building here 
at 21 Fay St., now housing Gren- 
nan Cakes, Inc., and also will 
erect a modern office building on 
the new site, adjacent to the pres- 
ent structure, Harry J. Lehman, 
Wildroot president, announced 
this week. The company hopes 
to move from its present location 
to the larger manufacturing plant 
before the end of this year. 

“Expanded manufacturing fa- 
cilities have been necessitated by 


greatly-increased sales in the past 
few years,” Mr. Lehman said, 
which have been brought about 
by “the introduction of a new type 
of hair tonic and steadily increas- 
ing demand for other products, 
backed by increased advertising.” 
The company’s advertising budget 
for this year amounts to more 
than $1,500,000 (AA, Feb. 26), 
with emphasis placed on Wildroot 
Cream-Oil Formula, first intro- 
duced two years ago. Batten, Bar- 
ton, Durstine & Osborn, New 
York, has the account. 

Mr. Lehman reported long- 
range expansion plans_ include 
manufacture and distribution of 
Wildroot’s products in many for- 
eign countries. The property just 
acquired was purchased from 
Purity Bakeries Corporation, Chi- 
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cago, which owns and operates 
Grennan, who decided to sell, it 
was reported, because of “changed 
conditions in manufacturing pro- 
cesses.” Local Grennan execu- 
tives declined to comment on fu- 
ture operations here. 


Joins Reinhold-Gould 


S/Sgt. Eugene P. Lederer, re- 
cently released from the Army 
air forces, and formerly with In- 
ternational News Company, New 
York, has joined the selling staff 
of Reinhold-Gould, Inc., New 
York. 


To Lancaster Papers 


Carl Slabach, recently released 
from the Army air forces, has 
joined the national advertising 
staff of Lancaster Newspapers, 
Inc., Lancaster, Pa. 
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Movieland and Real Romances. These are the young women with money 


in their purses and romance in their hearts who are in your market to stay... 
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Schick Resumes 
Product Copy 
in 3 Magazine: 


Stamford, Conn., Sept. 6 —¢», 
inciding with the “trickle of Schic, 


electric shavers reachiny the 
stores,” Schick, Inc., is resuming 
product advertising for the firg 
time since before the war, anj 
will feature the $15 chic) 
Colonel and $18 Schick Supe; 
shavers. 

First copy appears as a fou. 
color page in the current (| 


lier’s, to be followed by «imila 
space in Life and The Saturdg, 
Evening Post. Later copy this {qj 
will consist of half pages in thes 
publications, with stepped up jp. 
sertions and probably more pup. 
lications scheduled in 1946 whe 
space becomes more available. 
Captioned “All is smooth shay. 
ing again—Schick is back!,” the 
ad explains that total productioy 
since the first of the year ha 
gone to the Army and Navy, but 
that thousands of shavers will be 
“coming along soon” for the 
stores, Copy tells readers to pre. 
pare to “say goodbye forever t 
messy lather, to smarting burn 
and nasty, nagging little cuts’ 
Men, it adds, will “feel that pur. 
ring Schick arch (their) skin 
gently while it whizzes off every 
whisker smooth and close.” 
Schick, through Arthur Kud- 
ner, Inc., New York, has been 3 
consistent advertiser during th 
war years, but on an institutiona 
basis only as a means of keeping 
the name before the public and 


to inform Schick users how }{ 
keep their shavers’ operating 
smoothly. 


Promotes Air Circulators 

An intensive campaign to pro- 
mote sales of a complete line of 
air circulators has been launched 
by Fresh’nd-Aire Company, Chi- 
cago. Included are a_ national 
Magazine campaign, slide films 
and dealer display material, all 
directed toward the home mar- 
ket. 


Franklin to McCormick 


D. Murray Franklin, newspaper 
and radio garden. editor, ha: 
joined McCormick & Co., Balti- 
more, as sales promotion man- 
ager of the company’s garden ané 
household insecticides and _ plant 
foods. 
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ae A HOME Of 


MAN WANTS 


Regardless of whether YOUR 
“dream home” is a cozy cottage % 
a mansion, “How to Plan the !iom¢ 
You Want” will bring you up-'o-th 
minute. 


Its 32 pages, profusely illustrated 
are packed full of home plennint 
and new equipment ideas. 


Our own staff of practical av‘hor 
ties whose lives have been de¢ cated 
to building progress have pv: int? 
eight easy-to-read chapte’: tbe 
trends and possibilities of 2 mu 
discussed industry. Covering eve" 
subject from financing to soli 
heating, it therefore can be ' ed as 
a textbook on building in ‘u*! 
nomenclature. 


Send for your copy today. 
PRACTICAL BUILDER 


59 E. Van Buren Street, Ch ge? 
at 25e I can’t losee—Send me “iow 7 
Plan The Home You Want.” (A) 


Name 


Address. 
City 
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“Our sea”...the Romans dubbed 
the Mediterranean, shored with Empire. 
Mussolini parroted the phrase, without 
repeating Rome. History makes it apt 
again. From now on the great Pacific 
is “Our Sea.” 


Where the maps show scary, empty 
spaces, this sea is speckled with tens of 
thousands of islands . . . landfalls as yet 
unseen, peaks untapped by prospector’s 
picks, oil domes dormant under dead 
volcanic cones, stands of hardwood, 
steamy mountain sides, high savannahs, 
untouched jungles. 


This is an open house ocean ... choose 
your climate, sea change, commutation; 
farm, build, mine, ship or sell; 
drift about, or start a Dynasty... 
In this new West that Greeley 
never guessed, there can be un- 
limited insurance against potent 
economic pressures, crowded pop- 


ulations, technological transgressions . . . 
Here four million young Americans have 
already been scouting, blazing trails .. . 
As the Far East opens up, our own 
West Coast comes of age .. . and San 
Francisco emerges as first Pacific port, 
rail terminal and take-off point for water 
and air traffic, international junction! 


Boast CENTER Of capital since the day 
of the Dons, San Francisco had banks 
when the rest of the West used strong 
boxes; and with thedeposits fromthe East 
and England, grandees and gold miners, 
piped credit to adjacent states; followed 
credit with goods, added distribution to 
financing, becamethe center core of 
commercial influence that it is now. 


First settler, too, and survivor 
of the pioneer period of speaking 
out and shooting straight, The 
Chronicle is part and parcel of 


San Francisco Chronicle 


Sawyer, Fercuson, Watker Co., National Representatives, New York, Chicago, Detroit, Atlanta, San Francisco 


San Francisco’s 


past and present, 
and a factor in its fu- 
ture... Native Son, native product al- 
Ways, native spokesman for the West, 
The Chronicle always held the world its 
news beat, intelligent opinion its yard- 
stick, public interest its private objective 
... means much to the people who mean 
most in Coast affairs and those who 
mean to do more business here. 


Read by the best of San Francisco’s 
families and an outlying subscription list 
thatisa Who’s Who of the West, respected 
and believed, The Chronicle reaches the 
potent minorities and the charge accounts, 
makes successful sales and reputations, 
offers entreeandacceptancein West Coast 
markets ... never had more to offer than 
it has now. To scale up your postwar 
Pacific Coast program, check with a 
Chronicle representative—soon! 
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Eaton to Humphrey | 


Eaton Paper Corporation, Pitts- | 
field, Mass., has appointed H. B. | 
Humphrey Company, Boston, as| 
advertising counsel for its entire) 
account, effective Jan. 1, 1946.) 
The company’s Berkshire division 
has been handled by Humphrey 
for some time. 


Accounts to Ad Fried 

Ad Fried Advertising Agency, 
Oakland, Cal., has acquired the ac- 
counts of H. W. Stover Company, 
Oakland, maker of hand lotion, 
and Miracle Foam Company, Oak- 
land, rug and upholstery cleaner, 
for its new Super Foam washing 
powder. 


Advertising Agé, September | 


_Elhart to ‘Women’s Wear,’ |’ a P 
Named Managing Editor | Commercialism 


eons [lk .—— ag pet of the Of Networks Hit 
ashington bureau of Fairchild | . 
by FCC Chairman 


Publications, has been appointed 
New York, Sept. 5.—“It must 


managing editor of Women’s! 
Wear Daily, effective Oct. 1.| 
| With the company for more than| be clear to the radio industry that 
| 25 years, he was formerly editor | if it is to avoid legislative inter- 


a? 


VE 


ASK ANY 


BLAIR MAN 


REGISTERS HIGH a 


| CENTRAL OHIO'S ONLY CBS OUTLET / 


New Products Paper Set 


A new products publication, to | 
_be known as _ Metal-Working | 
| Equipment, has been announced 
| by Sutton Publishing Company, 
New York. The first issue will | 
appear in November, 1945. Glenn | 
Sutton, president of the publish- | 
ing company, and publisher of 


|making the public angry,” 


|of the Retail Executive, and also} vention in certain phases of its 
| served as adviser on retailing and | 
'marketing in OPA’s consumer | 
| division. 
| Harry E. Resseguie, with the 
| Washington news staff for the 
| past three years, succeeds Mr. El- 
| hart. He was formerly director 
of advertising and news for Men’s 
Wear. 


operation, it should undertake to 
discontinue practices which are 
says 
Paul A. Porter, FCC chairman, 
in the October American Maga- 
zine, 

In an outspoken article titled, 
“Radio Must Grow Up,” Mr. Por- 
ter assails radio executives for 
their excessive commercialism on 
broadcasts and warns them to 
“get things shipshape’” because 
“there are storms ahead.” One 


| of his major indictments is “‘radio’s 


commercial excesses excesses 
which the wartime boom seems 
to have aggravated” and he rec- 


Electrical Equipment, will be pub- | °™mends that broadcasters main- 


lisher of the new magazine. 


tain highest standards by re- 
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ONLY FOUR RADIO STATIONS ARE ENTITLED 


TO USE THE SQUARE DEAL INSIGNIA: 


A SQUARE D 


WSYR 
WTRY 
WKNE 
WELI 


network programs. 1000 watts at 


EAL STATION 


980 kc, middle of the dial. 


Serving the great Syracuse and Central New York market. Since 1922, the old 
reliable, at the crossroads of the Empire State. Basic NBC, 5000 watts on 570 ke. 


Serving Albany, Schenectady and Troy with strong clear signal. Top local and 
Serving ‘the heart of New England,” including much of Vermont and New Hamp- 
shire. CBS and smart local programs. 5000 watts full time at 1290 kc. 


New Haven’s “Voice from the Blue” (basic) delivers this leading Connecticut 
market. 1000 watts (D), 500 watts (N), on 960 kc, middle of the dial. 


WHAT THE SQUARE DEAL IN RADIO MEANS TO YOU 


—More than your contract calls for; more 
services and at fair rates public to all. 


—Interested personal attention by skilled staffs 
to insure success of your campaign. 


— Uniform promotion and merchandising pol- 
icies in vigorous support of your program. 


— Absolute integrity and honest 


dealing in re- 


lations with listeners and advertisers. 


— Maximum attention to war and community 
programs resulting in real public influence. 


—No questionable advertising permitted, re- 
taining full listener confidence. 


NOTE: When two or more of these stations are ordered, you save money. Many 
more advertisers are using all, or two or three of these stations. 


Look for the Square Deal when you buy 


Invest im the 
buted States 
* Buy War Bondo 


ducing the number of « 
cials and increasing publi 
ice programming. 


Praises War Coverag: 


He believes in the A; 
system of broadcasting an. fee), 
that in many respects it 
best in the world. Radio’ 
erage of the war was ex 
he says, “except when a 
account of American boys 
in battle has been inte 
without change of voice by 


grating commercial.” 

It is time for the public t 
voice its opinion, says Mr. Porter 
“The airlanes do not belong ty 
the government, or to the FCC 


or to the broadcasting st: 
They belong, by law, to yo: 
public,” he says. 


Up to Station Owner 


It is time for radio to stop 
thinking more of the advertiserg 
dollar and less of the public eay 
he warns. Not all broadcasters 
and networks are criticized by 
Mr. Porter, because he points oyt 
that some effort has been made 
by networks and trade associa. 
tions to lay down standards of 
good taste. Final responsibility, 
he says, rests with the station 
owner, 

Speaking during the intermis. 
sion of the New York Philhar.- 
monic Symphony Orchestra con- 
cert over CBS on Sept. 2, Mr, 
Porter reiterated the statement 
that the airlanes belong to the im ; 
public. He told the audience to 
“make known what (programs) 
you like and ... (broadcasters) 
will be responsive to your de- 
sires.” 


New Firm Appoints FC&B; 
Deming Joins Agency 

The San Francisco office of 
Foote, Cone & Belding has been 
appointed as agency for the cor- 
poration being formed by Ed H 
Jenanyan, former western divi- 
sion general manager of Planters 
Nut & Chocolate Company, andi 
15 of that company’s former pro-am 
duction and sales executives. The 
company is negotiating for a plant 
site in San Francisco and plans 
to begin distribution shortly of a 
line of packaged nut products. 

Kel Deming, formerly account 
executive of Campbell-Ewald 
Company, Detroit, has joined the 
agency’s San Francisco creative 
staff. 


Join Fairall & Co. 


Jack Bowlby, production man- 
ager of the advertising counsellors 
department of the Des Moines 
Register and Tribune, has bee! 
appointed head of the creative an¢ 
production department of Faira! 
& Co., Des Moines agency. Hallie 
Podrebarac, formerly with te 
paper’s promotion department, D¢- 
comes head of Fairall’s copy de- 
partment. 
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absolutely 


Magazine comics wield a heavier hand than you might imagine. 


They’ve become a “social force” with 70,000,000 people, 
young and old, reading them regularly. 


Don’t be surprised! Captain Marvel’s in college — not study- 
ing — but being studied. He and the other Comics Magazine 
friends of millions of kids and grown-ups are pals of the “long 
hairs” now. The “vast influence of the Comics” is the study of 
many a Ph.D. In fact, this influence was the subject of an entire 
issue of the Journal of Educational Sociology. Comics are not 
only a potent medium of entertainment and advertising, but 
also one of education. These facts, uncovered by the Market 
Research Department of Fawcett Publications, show why. 


@ Magazine Comics are read in nearly 3 out of 4 
American homes! 


@ 95% of all children from 6 to 11 years old read mag- 
azine comics. 9 out of 10 of the boys and girls from 12 
to 17 years of age are readers, too. 


@ 29% of adult men, 30 years and over, read magazine 
comics—even 22% of adult women find time to read 
them. 


@ Actually, 57% of the men in the armed forces are 
readers of magazine comics! 


Comics have a great responsibility. They must he a good in- 
fluence. They must have the highest set of standards. Fawcett 
comics do. 


Each Fawcett Magazine Comic is built by a notable board of 
editors aided by consultants uniquely qualified for the job. 


ETT PUBLICATIONS, INC., 295 MADISON AVENUE, NEW YORK 


fs 


WILL LIEBERSON, EXECUTIVE EDITOR 
Mr. Lieberson is widely experienced in pictorial magazine publishing. 
He meets with prominent literary personalities to discuss scripts for 
the Fawcett Comics, and then, before production, reviews them thor- 
oughly with all the individual editors and artists. 


SIDONIE M. GRUENBERG, CONSULTING EDITOR 
Mrs. Gruenberg, Director of the Child Study Association of America, 
famous educator and author of several books—an outstanding author- 
ity on juvenile education—advises on all material chosen for the 
Fawcett Comics. 

MAJOR AL WILLIAMS, EDITORIAL ADVISER 
Major Williams, the famous aviator and inventor, has had broad 
experience as a consultant in the aviation world and as a leader in 
youth organizations. 


PROFESSOR HARVEY W. ZORBAUGH, EDITORIAL ADVISER 
Professor Zorbaugh is Director of the renowned Clinic for Gifted 
Children, at New York University. 


DR. ERNEST C. OBSORNE, EDITORIAL ADVISER 
Professor Osborne is Professor of Education, Executive Officer of the 
Community Service Center, and Associate in the Institute of Adult 
Education, Teachers College, Columbia University. 


Fawcett Magazine Comics entertain, sell and socially influence more 
than 4,200,000 newsstand buyers every issue. It’s a triple responsi- 
bility no Fawcett Comics Editor ever forgets. For as one of the 
country’s foremost educators says—“Certain it is that Comics have 
emerged as a major institution of our American culture. We are but 
beginning to feel their impact. Their potentialities as a soc ial force 
are absolutely tremendous.” 

(Social Note: Remember when the Mayor of the largest city in the world 
went before a microphone not so long ago to read the Comics to the publi 
when a strike prevented sale of newspapers in the city?) 


FAWCETT COMICS GROUP 


CAPTAIN MARVEL + CAPTAIN MARVEL, JR. + CAPTAIN MIDNIGHT + DON WINSLOW 
OF THE NAVY »« FUNNY ANIMALS » WOW COMICS + WHIZ COMICS + MASTER COMICS 


N. Y. © WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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business in the equitable sale”’|Can Become His Own Boss Re-| National Retail Furniture Associ-|Francisco, has been app. inte 
Army-Navy Stores of these various types of prod-| tailing War Surplus Merchandise.” | ation, opposed the mushroom) sales manager of Chemical: [n. Join Fu 
ucts. This plan, he said, “has won the| growth of so-called “Army and| Oakland, Cal. maker of Vay; A Gra 
2 Mr. Modell urged amendment of|approval of many high govern-| Navy” stores, and sought legis- household cleaner. the Navy. 
Ra Direct Sales the Surplus Property Act “so that|}ment officials and the American|lation to curb the use of the . mel s 
reputable wholesalers be given a| Legion.” names of these government de-|Mirel, Isaacson Merc =) Brownell 
price differential in the purchase} The National Federation of|Partments in the promotion of} Jules Mirel of Mirel Ad) ortis, jp?! Re 
of surplus goods so that these|Army and Navy Stores was or- merchandise—much of which, it|ing Agency, New York, has n orgeg oat any 
0 ar ur us ; A was said, had not been bought| With Robert Isaacson Asso jiate, MBC °?Y 
savings may be passed on in turn| ganized by Mr. Modell early last “a New York. The new firm, io }, ggdiar: 2D 

to struggling small store owners| year (AA, May 22, 1944). At that po _ y the Army or Navy known as Mirel-Isaacson’ ve. 
Modell Says Bender and returning veterans who be-|time, certain large retailing =o peo ye * a a at 9: Lib. Rei J 
. come retailers.” groups, including the American erty t., New xrork. TO serv ce its e1ss J! 
Plan Would Injure The Modell company is prepar-| Retail Federation, National Re- Heads he iy with caus tae ee a O! E 
Smaller Retailers ing a booklet, “How the Veteran|tail Dry Goods Association and| National Lead Company in San| mental television departmen mi eth a 
— — 


New York, Sept. 6.—The pro- 
posal of Rep. George H. Bender 
(R., Ohio) to sell billions of dol- 
lars of surplus war goods directly 
to consumers through govern- 
ment-owned and operated stores 
has been scored by Henry I. 
Modell, New York, president of 
the National Federation of Army 
and Navy Stores, as “a great pub- 
lic disservice.” 

Mr. Modell, who operates Henry 
Modell & Co., sporting goods 
chain, pointed out in a letter to 


Representative Bender that “the! 


government’s experience in a 
similar venture after the last war 
proved a dismal failure after at- 
tempts at operation for three 
months. This experiment was 
conducted over the bitter opposi- 
tion of privately-owned stores and 
at a tremendous cost to taxpay- 
ers.” 

He also emphasized that such 
an undertaking would put the 
government in competition with 
veterans of the present war who 
are starting their own businesses. 


Wants Discounts Given 
“As a founder of the Smaller 
Business Association, which later 
provided a structure for the 
American Business Congress,” Mr. 
Modell wrote, “I can tell you with 


THE QUESTION 


* As submitted by machinery man- 


Gent lemen: 


Both of us get « number of plastics publications today. 
These are variously regaraed, ami we shoula value your 
frank te of them. Will you be good enough to number 
the publications you see or read (1, 2, 3, etc.) in the 
order of their value or interest to you. Then return the 
bottom of this letter, signed or unsigned, as you prefer, 
in the stamped envelope enclosea for your convenience. 


we are gee this request to a selectec list of names, 
and if it would be of value, we'll gladly send a tabulation 
of the results for your personal information. 

Very truly yours, 
aaa. AAR 


Gvertising Manager. 


Ad 


ufacturer’s Advertising Manager 
to 189 Customers and Prospects— 
“Will you be good enough to 
number the plastics publications 
you see or read in the order of 


full authority that the govern- 
ment is not equipped, nor does it 
have the ‘know how’ of private 


I see or read and evaluate the following publications in 
the order numbered: 


Modern Plastics 
Pacific Plastics 
Plastics 

Plastics Reporter 
Plastics and Resins 
Plastics World 


nN ee LAS 1 


NO ) PLACHIFOR 


rad 


What are your customers think- 
ing? What’s ahead fof your prod- 
uct in today’s markets? What 
should you do now to assure in- 
creased sales and profits in the 
competitive period immediately 
ahead? 


To get the right answers, 
STATISTICAL Research Com- Number of Letters Mailed . . . 189 
pany offers you, the experience, 
trained personnel and mechanical Number of Responses . . . . 138 


facilities for sqiund planning of 
your market research: capable 
nation-wide of local field inter- 
viewing; intelligent coding and 
editing: accurate tabulations and 
authentic findings. 

There’s no place for guesswork 
in market résearch. For accurate 
fact-finding, you can depend on 
this comptete market research 
organization. 


pr Reg 
| Ps is ot fea 


RESEARCH COMPANES 


CHICAGO 4, ILLINO!|S sae 
Telephone: HARrison 2700 ‘ 


Write for details 


of our 7-point service 


ne, 


their value and interest to you.” 


| THE 


ANSWE 


SPECIAL NOTICE! 


MODERN PLASTICS 
as of October 1945 issue 


15,000 Circulation 


Guarantees 


(minimum) 


ak 


Tabulation of R 


Questioner . . 


List Questioned . Customers and Prospects 
. «° The Plastics Industry’s Leaders 


Date of Questionnaire . April 20, 1945 


. ben IES GE VK LEAs, alee 


Results: 

NO. 1 PUBLICATION Mentions 
Modern Plastics . - .. . 
ee Se eee : 
rn mene ee WS 3 4 


wk The figures herewith are taken from the advertiser's 
original report. Photostatic copies of the complete, 


tabulated results available upon request. 
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P: inte ‘ able Ideas,” has joined Dorland| ment. Prior to that, he was vice-| 
, inc, Jour: Fuchs & Lang __ | International-Pettingell & Fenton, | president in charge of station re- Kersta Returns to NBC | ERC: NR SRNR. 
Vano A. Grayson Lynn, recently with | Inc., New York, as copy and plans| lations for Scott Howe Bowen and | Noran E. Kersta, recently with | 
the Vavy, and A. M. Albright, for- | executive. |was with J. Walter Thompson| the U. S. Marine Corps, and for- | 
me! J Eacth Uulslaah ‘Cale. cc Saati ata Company. merly manager of the NBC tele- | 
Ge Browne to- - . vision department, will return to | 
1\ ertis nan have joined the western CBS Ups Meighan . NBC as an executive Oct. 1. | 
whee cale staff of Fuchs & Lang Mfg. foward S. Meig an, formerly Nat'l Ribbon Ex ands 
One’ fgcomoany, Chicago, covering In- radio sales manager of the east- Pp Ss hmitt P d 
‘ates, Misr. and Michigan, respectively. |¢rn division of Columbia Broad- National Ribbon Corporation, | °° mitt Promote | 
» lO be i casting System, has _ been ap- | New York, is expanding its ad- Edward W. Schmitt, division 
rs a poeta —". of cn geen 2 vertising in magazines and busi-|sales manager of Corn Products 
y< Lib. ¥ . istration o e network. r.| ness Papers to promote the com-|Sales Company, New York, for 
: e its Reiss Joins Agency Meighan has been with the net-| pany’s new ribbon products which | the confectionery, bottling, can- 
© com Ot F. Reiss, formerly man-| work since 1934 and previously| are being made of natural and ning and meat-packing indus- 
- €ri- M.oine editor of Apparel Arts, and|was with J. Stirling Getchell, | synthetic fabrics. Cayton, Inc.,|tries, has been appointed bulk | 
n author of “How to Develop Profit- | Inc., as head of the radio depart- | New York, handles the account. "| sales manager. | 
ns —— 


NEW FIELD 


The packaging industry 


soon will be invaded by the 
big three Akron Rubber 
Companies as it has never 
before been invaded. 


The contributions ready to 
| be made by Goodyear's "Pli- 
ofilms" and "Vitafilms", Fire- 


stone's "Velon" and Good- 


rich's "Koroseal" will in turn 


give the packaging industry 


| the materials it needs to 
| enter fields heretofore un- 
| touched. 

| 


| The functions and qualities 
of the Akron wrapping films z 
are similar. They are said to 


be more air- and moisture- 


proof than any other wrap- 
ping material. They permit 


very little vapor transmission, 


are resistant to snags, tear- 


ing, oils, greases, acids. They | : 
prevent mildew, will keep out 


germs and insects. They are 
tasteless, odorless, and will 
As a guide in charting the course of his advertising five specified publicatons receiving only 6 and 3, re- in no way affect foods. 
budget, the Advertising Manager for a well known spectively. 
plastics machinery manufacturer recently submitted a So that so overwhelming a margin of publication | This new contribution by the rub- 


leadership might serve as a beacon to all other budget 
qeeetonneive Gepremnesd of Tall) to a setected Hit of builders, Modern Plastics sought and secured the ques- 
189 names — chiefly, customers. 


tioner's permission to publicize the results. 
From 138 responses . . . 123 checked Modern Plastics As we see it, the reproduced figures do not require 


as the industry's No. 1 publication — two of the other the support of any additional sales copy. 


loderngeplasties 


he Meeting Place of Plastic Minds 
UBLISHED BY MODERN PLASTICS Inc., 122 EAST 42nd STREET, NEW YORK 17, N. Y. 
Chicago ° Washington ° Cleveland ° Los Angeles 


Member Audit Bureau of Circulations 


ber industry is another reason why 
Akron, a rich free-spending market, 
should top your list when planning 


your future sales programs. 


PADMA ob bo 40 


Represented by 


STORY, BROOKS & FINLEY 


NEW YORK PHILADELPHIA CHICAGO 
CLEVELAND LOS ANGELES ATLANTA 
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AUTOMOTIVE DIGEST, Cincinnati 10, Ohio 
lessee 


22 
‘Modern Industry’ to ABC|Equcational Drive 


Modern Industry, New York, 
has been elected to 
in the Audit 
tions. 


Bureau of Circula- A : 
“ey Printing Industry 


To Perfection Stove 
J. M. Purdum has joined the 


advertising department of Per- : “15 
fection Stove Company, Cleve-| ata meeting at the William Penn 
land. : | Hotel, Pittsburgh, Oct. 4 and 5, 


| will be to lay the groundwork for 
|a sustained educational, and later 
|a promotional campaign to stimu- 
late the use and effectiveness of 
| printing. 
| The new association is being 
|formed by the United Typothetae 
|of America, which has covered 
|the country fairly extensively, ex- 
cept such major centers as New 
| York and Chicago, and the Joint 


Committee on Government Rela- 
Fertile Market on the Largest tions of the Commercial Printing 


Page Size at the Lowest |Industry, which has been strong 
Space Rate Per Thousand 'in these and a dozen other large 
in the Automotive Field. ‘cities. PIA, it is said, will em- 
brace about 75% of the industry. 
Among printing leaders active 
lin its organization are James F. 


DIGEST 


Gives You the Most Thor-. 
ough Coverage of the Most 


|Company, New York, who is ex- 


membership Planned by United 


} 

New York, Sept. 6.—One task/|cago; Donald L. Boyd, Standard | 
before the Printing Industry of| Printing & Publishing Company, 
'America, to be formally organized | Huntington, W. Va.; James Cock- 
irell, Midwest Printing Company, | 


| 
| 


Advertising Age, September 1() 1945 


pected to be elected president: 
Edwin Lennox, American Color- 
type Company, and Carl Dunna-| 
gen, Inland Press, both of Chi-| 


Newcomb of James F. een 
| 
| 
| 


Tulsa, Okla., and Harold W. Hill | 
of H. W. Hill Printing Company, | WONDERFUL NEW INSTANT MAXWELL HOUSE 
Cleveland. | MADE PROM THE FAMOUS MAAWHLL HOUSE BLEND 
In preliminary research studies, 

PIA has found that the educa- 
tional level of individual states | 
and areas rises with the sale of | 
printing. The industry’s main) | 
concern for the next two years, | — 
however, is expected to be labor | NEW—Flavor is the theme in this news- 
and equipment to meet an antici-| paper copy, which promises that the 
pated 30% increase in printing | new Maxwell House instant coffee will 
business. be available soon. 


=* | 


wormeais No pot te wetch or sash No grounds te — 


To ‘New York Times’ Gemco to Ridgway 


Eleanor Johnstone, formerly} Gemco Oil Tools, St. Louis, has 
with the promotion staff of the | vaaoedl its account with the Ridg- 
St. Paul Dispatch-Pioneer Press,| way Company, St. Louis agency. 
has joined the New York Times! The company will use an exten- 
in a similar capacity. |sive trade publication list. 
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WESTERN HOMETOWN SHARE OF DRUGSTORE SALES 


(Outside of the six largest cities) 


657 . 


This market gets TWO THIRDS of all 
DRUGSTORE DOLLARS 


-—How much are they worth to you? 
Yes— 136 million dollars a year in Hometown Daily News- 
paper Drugstore Sales in the 11 Western States! 


Are you supporting your products and your dealers— 
right where SALES are made? That is what Hometown 
Daily Newspapers can do for you—at low cost. 


Only the Hometown Daily Newspaper covers the 


Hometown Market. 


* * 2 * 


Write today for the new booklet “How to Sell America’s 
Third Greatest Sales Area.” Hometown Daily Newspaper 
Publishers, 625 Market St., San Francisco 5, California. 


| 


VTaAnN | coLO. 


we? 
\} 
MN} 


~ 


America's THIRD GREATEST SALES AREA 
.. . 6 BILLION A YEAR 


where two thirds of all retail sales 
are made in the HOMETOWN MARKET 


THE HOMETOWN 
DAILY NEWSPAPER 


covers this primary market 


| 
| 
| 
| 
| 


} 
| 


| 


| 


Waterman Ups Aq 
Budget to Promote 
‘Taperite’ Pen 


New York, Sept. 6.—Launchiy 
the largest campaign in an 
years, L. E. Waterman & Cw) 
spend approximately $750,(\\9 jy, 
the last six months of thi yea, 
to promote the new Taperite 


tain pen, to sell at $8.7) ap 
$13.50. 
First advertisement to ap. 


nounce the pen to consumer. wij 
be a double-truck four-color jp 
in The Saturday Evening Pst ; 


October. Single pages in {yj 
|color will appear in the mazazir, 
|until Christmas and also in (oj. 
lier’s, Esquire, Look and Th 


Week Magazine. 

Newspapers will be used aq) 
full-page color advertisement 
will appear in Sunday supple. 
ments of the New York Time 
Christian Science Monitor and thy 
First Three Markets Group. 

As a major part of the progran 
Waterman will sponsor ‘Gang. 
busters” over the America 
Broadcasting Company network 


| beginning Sept. 15. Until the firs 


magazine announcement of the 
pen appears, commercials will be 
confined to ink. 

Chas. Dallas Reach, Inc., New- 
ark, is the agency. 


Hoenshel Uses Booklet 


Hoenshel Fine Foods, Inc., San- 
cusky, O., has distributed to re- 
tailers in all leading cities a sma 
full-color booklet designed to ac- 
quaint the public with all Hoen- 
shel food products and to “exten 
the season” for fruit cakes and 
fruit puddings. The booklet, pro- 
duced by Foster & Davies, Cleve- 
land agency, also is being included 
in every Hoenshell package. 


‘S. F. News’ Promotes 


Fred F. Livingston, member of 
the retail advertising staff of the 
San Francisco News, has been ap- 
pointed retail advertising man- 
ager. W. P. McDonald, formerl) 
national advertising manager | 
the Journal-Star, Lincoln, Net 
has joined the News in the sam 
capacity. 


LAA to Meet Nov. 12 


Life Insurance Advertisers As- 
sociation will hold its annu 
meeting at the Hotel Pennsy- 
vania, New York, Nov. 12 to 14 
Powell Stamper, National Life & 
Accident Insurance Company, } 
chairman of the meeting. 


to 


sell 7 


Durham 


you 


need 


station 


WDNC{. 


“NORTH CAROLINA'S CW 
THIRD LARGEST CITY 


Represented by Howard H. Wi 0” “ 
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{MERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


T onuppgtons. CORCEE 


OVERSEAS SHIPPER 


"OVERSEAS SHIPPER 
“THs BOX TO BE USED ONLY Fuh SEND 
CHANDISE “TO: THE ARMED ger 


agunstone” 


~ 


HE won't be disappointed on Christmas 


SHE is mailing his packages early 


To be left out at mail call on Christmas 
‘sa hurt that can go deeper than any 
vound. You don’t want that to happen to 
our man overseas. That is why you will 
urely mail his Christmas gift packages 


ind cards early. 


“he Army and Navy Postal Services urge 
hat Christmas packages for overseas be 
nailed as early as possible in the period 
rom September 15th to October 15th. 
Christmas cards for overseas should be 
nailed later —in the period between 


Jetober 15th and November 15th.) 


Mail Your Overseas 


Packages Between 
Sept. 15 and Oct. 15 


Important points to remember — use an 
official overseas mailer or a container 
similar in size and sturdiness: address it 
plainly right on the package itself (a label 
may come off); tie it well with sturdy 
cord: mark it “Christmas Parcel” —and 


hold the weight down to five pounds! 


Because of the far-flung theaters in which 
our men are waging this war, especial care 
is necessary to prevent mailing gifts that 
will not travel well or keep well. Leading 
retailers throughout the nation are offer- 
ing gift suggestions that will help you 


make a suitable and practical selection. 
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THREE MAGAZINES IN ONE 
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Simplicity Plans 
Record Promotion 
for Disney Line 


New York, Sept. 5—A new line 
of Disney doll patterns will be in- 
troduced by Simplicity Pattern 
Company Oct. 1, when it will go 
on sale in thousands of stores 
throughout the country backed by 
an intensive sales promotion pro- 


| 


EYE" CATCHERS 


| World’s 
greatest col- 
® jection adv. 
photos. All lines business 
. +» all situations. Top 
. . « fine photog- 
raphy. Bultigites pull of 
promotions. 
each month. 
jects available. 
saving subscription 
TOCK P 


. 88th Street 


gram featuring 10 traveling shows 
scheduled for “Main Street” win- 
dows of big stores in more than 
50 large cities. 

New sales promotion director 
Vaughn Weidel, recently resigned 
as copy chief of the promotion 
department for Time, and former 
New York World - Telegram pro- 
motion manager, disclosed that 
promotion plans include four-| 
color trade magazine advertising, | 
two teaser card, one brochure, 
and one ad reprint mailings to 
stores. Point-of-sale displays will | 
include four different styles of 
cut-out counter posters, and stores 
will be suppied with newspaper 
advertising mats. 


Style Shows Planned 


The new pattern line will be 
featured editorially in the October 
issues of Good Housekeeping and 
Parents’ Magazine. The Disney 
dolls, appliques, and transfers are 
also being added to Simplicity’s 
November catalog, out Oct. 1. 
Patterns will include 12 char- 


acters: Mickey and Minnie Mouse 


4 


and Pluto; Three Little Pigs;, 
Bambi; Thumper and Dumbo, and 
the Three Caballeros. | 

Fall style shows have already | 
been booked in larger cities, with 
a “Santa Says ‘Sew for Christ- 
mas’” promotion in preparation. 
Fashion shows include this year’s 
Merry-Go-Round for young wom- 
en, produced by Simplicity’s Mod- 
ern Miss magazine; a show pro- 
duced in cooperation with Calling 
All Girls; and shows for school 
sewing teachers, first of which 
will be held in New York this 
month, to be followed by others 
in Chicago, Los Angeles and other 
large centers. 

Monthly Simplicity pattern 
pages in Calling All Girls, Good 
Housekeeping, Harper’s Bazaar, 
and Parents’ Magazine will be 
continued. Grey Advertising 
Agency handles Simplicity adver- 
tising. 


Haack Names Boucher 

H. A. Boucher has been named 
sales manager of Haack Bros. Mfg. 
Pharmacists, Portland, Ore. 


RICHARD B. MELLON 


1853-1933 


President, Mellon National Bank 


Co-founder, Mellon Institute 


processing, etc. 


R. B. Mellon made his first business venture at 14 


. coal, real estate and lumber. 


helped organize the Union Trust Company, and in 
1902, the Mellon National Bank, which he headed 


from 1921 to 1933. He was prom- 
inent in developing Pittsburgh's 
Aluminum Company of America, 
Gulf Oil Corporation, Koppers 
Company, Inc., and others. 

Mr. Mellon's theory of banking 
of assistance to 
mining, financial 


was ‘extension 


manufacturing, 


and commercial projects inthe Pittsburgh district."’ 
To this Mellon theory of banking, Pittsburgh 
owes the growth of some of its largest industries. 
Many of these great, basic industries . . . alumi- 
num, steel, electrical, coal, oil, paint, glass, food 
. . . are demonstrating the funda- 


mental strength of the Pittsburgh market. . . 
that they can change from war production to 


peace production with no reconversion problems 


In 1889, he 


(See list below) 


and with little or no shutdown or layoff. 
In this sixth largest market in the United States, 
The Press is the first newspaper on all counts 


The Pittsburgh Press 


Represented by the National Advertising 
epartment, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and Sao Francisco. 


In Pittsburgh 

tn Daily Circulation 

In Classified Advertising 
in Retail Advertising 

In General Advertising 
in Total Advertising 


Richard P. Cooke, Wall Street Journal’s aviation ed., is fath 
a son born Aug. 20 at Le Roy Sanitarium, N. Y... And the da 
fore, 8 lb., 5 oz. Frederick George was born to Fred Smith, v.», jy 
charge of adv., promotion & research at American Broadca:{ 
Co., and Mrs. Smith at Margaret Hague Hospital in Jersey “ity 
The baby was named after Mr. Smith’s father, whose birthday 
also Aug. 19... 

William F. Brooks, NBC director of news & internat’ relations 
is off on a trip through South America to set up news bureau 
Brazil, Uruguay, Argentina, and Chile... Fleur Fenton, exec. yp 
of Dorland International-Pettingell & Fenton, left Aug. 22 for a 
month abroad, to visit London, Paris, and Berlin. . . 

A 6 lb., 8 oz. daughter, Sharon, was born Aug. 22 to NBC’s press 
dep’t managing ed., Jim McLean, and Mrs. McLean at Norwalk 
(Conn.) Gen- 
eral Hospital. 
... Frederick 
W. Gehle, 
v.p. of Chase 
Nat’] Bank in 
N. Y., will fol- 
low up his 
work as 
chairman of 
the N. Y. War 
Finance 
Committee 
during the 
6th and 7th 
WarLoans by 
conducting 
the forthcom- 
ing Victory 
Loan drive in 
N. Y. state... 

Comdr. 
Jetftiry VvV. 
Brock, ex- 
mgr. of the 
Vancouver 
office of 
Cockfield, 
Brown & Co. 
Ltd., has as- 
sumed tem- 
porary command of the Royal Canadian Navy Division, HMCS Chip- 
pewa, at Winnipeg. Back from five years’ service, he has been at 
sea longer than any other officer in the Canadian Navy or Western 
Approaches Command... 

One of Chicago’s handsome eligibles came off the list Sept. 1, 
when Harry C. Kopf, NBC vice-president, married Helen Hogue, 
Russel M. Seeds acct. exec. They spent their honeymoon in Mexico 
City... Lt. Col. John S. Hayes, chief of the American Forces net- 
work, has been awarded the Croix de Guerre for “exceptional serv- 
ices during the liberation of France” and his efforts in bringing 
American radio to the European theater for information and enter- 
tainment of Allied forces stationed there. Before entering the Army 
Col. Hayes was assistant to the vice-president in charge of opera- 
tions of WOR and MBS... 

Elliott M. Sanger, exec. v.p. of WQXR, New York, and Mrs, Sanger, 
station program mgr., returned last week from a New Hampshire 
vacation. .. Comdr. Paul C. Smith, USNR, on leave as ed. and gen’! 
mgr. of the 
San _ Fran- 
cisco Chron- 
icle, has re- 
ceived from 
Adm. _ Rich- 
mond Kelly 
Turner the 
Bronze Star 
“for meritor- 
ious service 

. in pro- 
ducing an d 
handling a 
great volume 


GOOD FISHING—Jesse H. Jones, former U. S. Sec'y of 
Commerce and Federal Loan Administrator, and H. W 
Newell, exec. v.p. of Geyer, Cornell & Newell, grin happily 
at catch of small-mouth black bass taken at Cape Vincent 
N. Y., where they stayed at the Carleton Hotel. Guides on 
ends Delos Dennes and George Kilburn seem just as pleased. 


of press copy 
HAWAIIAN CELEBRATION—A toast is proposed by Milt . . thereby 
Holst, right, president of Holst & Edwards, Honolulu agency, contribut og 
at his hilltop home overlooking Kaneoha Bay, Oahu, Terri- ji, great mea- 
tory of Hawaii, following the recent affilietion of his agency sure to the 
and Arthur Kudner, Inc. With him are, left, D. W. Cum- : 
mings, long associated with Pacific Coast and Hawaiian high = morile 


of officers © 1d 
men of ine 
naval force 
at Okina 
_.. Elon G. Borton moved into his new office as pres. of AFA in “€ 
McGraw-Hill building, New York, on Sept. 7.. . 

Hugh A. L. Halff, gen’] mgr. of WOAI, San Antonio, manage: “ 
get in a week’s good fishing on the Texas gulf coast before ‘€ 
storm cut his vacation short... Brig. Gen. Ephriam F. Jeffe. 
leave as v.p. in charge of sales of Consolidated Edison Co., ° 
York, has been awarded the Legion of Merit for his part in s 
guarding essential war production while serving as exec. sec’y 
member of the production exec. comm. of the WPB.. . 

Maj. Thomas B. Haire, group intelligence officer of the 3 
Bomb Group in the 9th Air Force, has arrived in New York 
28 months of action in the European theater. He’ll resume his d 
as publisher of a group of business magazines in the aviation 
including Airports and Aviation Equipment. .. Mrs. Dorothy Kil 
Stewart and Torrey H. Webb, Texaco v.p., were married Sept 
Boulder City, Col. They are honeymooning in Las Vegas, Nev 


agency interests, and Lloyd Myers, head of Kudner's San 
Francisco office. Absent was Web Edwards of the Honolulu 
agency, who is a CBS war correspondent on Guam. 
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Esquire also delivers excep- 
tional results for national 
advertisers of many other 
products in virtually every field. 
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Now Ayer & Gillett 


Lewis Ayer Advertising Agency, 
Charlotte, N. C., has changed its 
company name to Ayer & Gillett, 
Inc., and will operate with the 
following principals: Lewis M. 
Ayer, president; Irene Tucker 
Ayer, secretary-treasurer, and 
Mary B. Gillett, vice-president. 
Margaret C. Jones, formerly of- 
fice manager of Herald-Press, 
Inc., Charlotte, has joined the 
agency as production manager. 


Bendix Completes 
Distributor Setup 
for New Radios 


Baltimore, Sept. 5.—In less than 
eight months’ time, Bendix Avia- 
tion Corporation has completed a 
nationwide organization of 62 in- 
dependent distributors who will 
market the new postwar Bendix 
line of AM and FM radios and 
radio-phonograph combinations. 

Completion of the distribution 
setup, according to Leonard C. 
Truesdell, general sales manager 
for radio and television of the 
Bendix Radio division here, con- 
stitutes a record-breaking achieve- 
ment in radio marketing. For this 
he credited “long familiarity of 
the public with Bendix products 
and national recognition of the 
outstanding engineering and pro- 
duction achievements of Bendix 
Aviation Corporation in peace and 
war.” 

The distributor organization, 
Mr. Truesdell said, was carefully 


planned so that each territory pro- 
vides a profitable operation. He 
said some of the leading distribu- 
tors are D’Elia Electric Company, 
Bridgeport, Conn.; R. F. Trant, 
Inc., Norfolk, Va.; Biehl’s, Inc., 
Pottsville, Pa.; Sampson Company, 
Chicago; Stratton-Warren Hard- 
ware Company, Memphis; E. B. 
Latham Company, Newark; Kel- 
ley - Howe Thompson Company, 
Duluth, and Graybar Electric 
Company, which is handling dis- 
tribution in several territories. 

For dealers, the Bendix radio 
division has drawn up a program 
which includes identification signs, 
a customer registration plan, and 
a consumer direct mail campaign. 
The series of dealer aids, aimed to 
attract traffic and build prospect 
lists, supplements the division’s 
expanding program of national 
advertising in magazines, network 
radio, outdoor and trade publica- 
tions. Bendix also is planning ex- 
tensive national and cooperative 
ad drives in newspapers to herald 
its new radio line, 

Bendix is introducing an “air 


Advertising 


heroes” cutout campaign for chil- 
dren as the first of many projected 
dealer sales aids. The promotion 
is built around full-color card- 
board cutout figures of Army, 
Navy and Marine pilots in authen- 
tic uniforms. Facts about the per- 
sonal equipment of each airman 
are printed on the reverse side 
of the cutouts, along with infor- 
mation concerning the forthcom- 
ing Bendix line and the company’s 
wartime aircraft communications 
achievements. Window displays 
and counter cards also feature the 
cutouts. 


Two Join McClatchy 


Donald P. Seldon, formerly a 
student counselor and instructor 
at Sacramento College, has joined 
McClatchy Newspapers and Mc- 
Clatchy Broadcasting Company as 
personnel director of both organ- 
izations. John G,. Groller, for- 
merly on the writing and produc- 
tion staff of KNX, Hollywood, 
has been appointed program di- 
rector of the broadcasting com- 
pany. 


SHE’S AN A-1 PROSPECT 


FOR HOME PRODUCTS 


Mrs.-F.s€. is one of the million and a half women shoppers of Safeway and Fisher 


Bros. grocery chains who read The Family Circle Magazine every week. 


She depends on The Family Circle for recipe and menu suggestions. She likes the 


household hints and stories that The Family Circle gives her. And she’s an avid reader 


of advertising in The Family Circle! * 


You can get a good profile of Mrs. F. C. in the research study recently made by 
Stewart, Brown & Associates. Part I, just released, includes new data on income and 
age distribution... an analysis of her editorial interests. Send for a free copy. 


*For example, the average readership of 23 twotthirds page, 2-color advertisements 


Chicago 2 


6 No. Michigan Avenue -+ 


400 Madison Avenue + 
New York 17 


as reported in Daniel Starch & Staff's Consumer Magazine Report, Jan.-Dec. 1944: 
Noted, 70% ; seen-associated, 65% ; thorough readership, 11%. 
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THE ONLY RAZOR WITH 
AUTOMATIC BLADE CH ct 


ia == : ir - 


PRE-WAR "Cris 
AND CONS” UCTION 


A BIG OPPORTUNITY TO SWITCH Faoy 
OLD-FASHIONED WAY OF SHaving 


push on the injector and 
blade—siides in @ new one ings 


Scwick INJECTOR Razor 


pomp BETTER WF IMPORTANT WAYS 


CANADIAN—First ad in an_ intensive 
campaign for Schick Injector razors 
scheduled for Canadian newspapers 
during September, is this copy placed 
by Young & Rubicam, Toronto. 


eptember Pap: 


Heads KSTP Sales 


Miller C. Robertson, former) 
assistant sales manager of KMBC 
Kansas City, has been appointe 
general sales manager of KSTP 
Minneapolis. In the Sept. 3 issu 
of ADVERTISING AGE it was state 


eral manager of KSTP. C. E 


ent capacity of assistant 
manager of the station 


ties of handling regional sales. 


Joins Phillips Corp. 


vertising manager 


| the 


| division of 
| Electric Corporation, Baltimor 
| has joined North America! 

Phillips Corporation, New York, i! 
a similar capacity. 


Gelula Opens Office 


| Abner J. Gelula & Associates 
Atlantic City, has opened an offic 
at 1616 Walnut St., Philadelphia 
Telephone is Pennypacker 1305 


incorrectly that he would be gen- 


| Stevens will continue in his pres- 
Sales 
and _ has 
added the additional responsibili- 


George A. Garnes, formerly ad- 
of the X-raj 
Westinghouse 


aia 
CTA 


PRINT IT 
IN THE WEST 


Don't risk delays on shippi: 
printed material to the West 


—— 


See ee 
See 


eee 


| * 
*¢ send us the copy, mats or plats & 
ws . i¥ 
> F ert } 
BY for newspaper circulars, advert: jj 
j ing material, western edition 4 
ra We print and ship fast. Black 

| # colors on newsprint. Fast, m: € 
wT? ° . 4 
: ern equipment. Write or wire f° +} 
ws . u 
¥* samples and prices. 3 
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Ka Publishers, Inc. 

ae Rotary Printing Specialis : 
i 2621 W. 54th Street 
los Angeles 43, Calif 
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28 
Form Welles & Vaughan 


Cc. M. Vaughan, formerly head 
buyer and assistant general man- 
ager of Certified Grocers of Cali- 
fornia, and Raymond L. Welles, 
formerly divisional sales manager 
of Mailliard & Schmiedell, food 
merchandising organization, have 
formed Welles & Vaughan Com- 
pany, food brokerage and mer- 
chandising company, with offices 
in the Overland Terminal Ware- 
house building, Los Angeles. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courler goes into war pleats 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours dally 
to bring you coverage of today's best- 


spending customers . . . 100,000 readers 
dally! 
* * THE *« * 


NEW HAVEN, CONN. 
JOURNAL-COURIER 


Electric Group 
Plans Appliance 
Show in October 


Chicago, Sept. 6.—One of the 
nation’s first postwar appliance 
shows will throw open its doors 
Oct. 1 when the Electric Associa- 
tion sponsors an electric appli- 
ance and radio exhibit in the first 
floor showrooms of Common- 
wealth Edison Company. 

A. A. Gray, association secre- 
tary-manager, has written an ex- 
tensive list of appliance and radio 
manufacturers, distributors and 
wholesalers, regardless of whether 
they are members of the group, 
inviting exhibits of the new post- 
war appliances and radios. 

Only manufacturers will be per- 
mitted to exhibit samples, but 
their booths, to be erected with- 
out cost by Commonwealth Edi- 
son, may be manned by the dis- 
tributors or wholesalers. Com- 
monwealth Edison itself will dis- 


| 
| 


play no appliances, nor will it 
accept any orders. Manufacturers, 
distributors or wholesalers may 
book orders for their dealers, and 
the dealers are being invited to 
bring in customers and take or- 
ders. 
May Be Extended 


The show will run through Oc- 
tober and may be extended later, 
Mr. Gray announced. Consider- 
able interest has already been in- 
dicated, he said. 

There were other signs this 
week, too, that manufacturers in 
other fields will have a chance to 
show their wares to midwestern 
buyers before long. 

A midseason apparel market of 
Style Exhibitors, Inc., has been 
scheduled for the week of Oct. 
13-19 at the Morrison Hotel. Mem- 
bers of this group include almost 
400 salesmen representing apparel 
makers located in all parts of the 
country. 

The Shoe Travelers Association 
of Chicago, another sales group 
with Morrison Hotel headquar- 


Advertising Age, September 10. 


ters, expects to resume its monthly 
shoe fairs (‘‘outlawed” by ODT’s 
wartime trade show ban last Jan. 
1) on Oct. 28-30. The group has 
conducted these shows for seven 
years. 

The American Furniture Mart 
and Merchandise Mart have 
scheduled their traditional Jan- 
uary homefurnishings market 
with Jan. 7-19 as the probable 
dates. In a joint statement the 
two trade centers said there was 
little possibility of such a market 
being held in October or Novem- 
ber, since few manufacturers 
would be able to gauge conditions 
by that time, but that it could be 
conducted if there is sufficient de- 
mand from manufacturers and 
buyers. 


Bodem to Detrola 


George A. Bodem, formerly 
general sales manager of Tung- 
Sol Lamp Works, Newark, N. J., 
has joined International Detrola 
Corporation, as vice-president in 
charge of sales of the radio di- 
vision. 


INDUSTRIAL AVIATION is thefonly magazine in the field 
which is concentrated. both editofially and in distribution, to 
executive personnel in aviation nu 
such a prize package for any ad 
buying power of this market without costly waste. 

Because it is a technical magazine that is doing a superlative 
editorial job. INDUSTRIAL AVIATION has already passed the 
two-thirds mark in paid subscriptions. And because it has achieved 
such extraordinary acceptance among the top technical. produc- 
tion, and management men of aviation manufacturing. it is the 


nufacturing. That’s why it is 
‘rliser who wants to reach the 


ponent parts 
is now paid. 


15,000 guaranteed circulation every 
month, confined to manufacturers of 
aireraft, aircraft engines, and com- 
over 10,000 of which 


Designed editorially to reach the 


lop men in executive. engineering, 


manufacturing. 


logical medium for talking to this influential group. 
An INDUSTRIAL AVIATION representative can give you 


some eye-opening facts. 


Plastics - 


ZIFF-DAVI 


Popular Photography - Radio News - 


New York 


- Washington - 


Los Angeles - London . 


design, and production in: aviation 


The most valuable, comprehen- 
sive, waste-free medium in the field 
for advertisers who want to reach 


aviation manufacturing. 


PUBLISHING COMPANY, 185 N. Wabash Avenue, Chicago 1, Illinois 


Toronto 


Radio Electronic Engineering - Industrial Aviation - Radio & Appliances 


Average Incom= 
of Individuals 
$1,117 Last Year 


Washington, Sept. 4.—Per cap. 
ita income payments to Ci\ lian: 
averaged $1,082 last year, 


pared with $573 in 1940, the De. 
partment of Commerce ha. je. 
vealed. Average income pay. 
ments to all individuals i: 4 


United States, including mi\itary 
personnel and their families. wa, 
$1,117 in *44 and $575 in ’4( 


Among seven geographica| 
areas, the far western states of 
California, Nevada, Oregon ang 


Washington showed the sharpes 
gain, average payments sing 
from $750 in °40 to $1,459 in ‘44 
The second largest increase, $605 
to $1,192, was in the midwester 


states of Illinois, Indiana, l[owa 
Minnesota, Missouri, Michiga) 
and Wisconsin. 

Payments by states last yea 


were highest in New York, $1,519 
Connecticut, $1,509, and Wash- 
ington, $1,483. In 1940, highest 
payments were in the District of 
Columbia, $1,080; Delaware, $896 
and New York, $863. 


Wanamaker Plans Video 
Studios in N. Y. Store 


John Wanamaker, New York 
department store, has complete 
arrangements with Allen B. Du- 


Mont Laboratories for the instal- 
lation of three complete  tele- 
vision studios in its main stor 


The studios will operate in con- 
junction with WABD, DuMon 
television station. 

Construction has begun alread 
on the studios with initial broad- 
casts set for early in December. 


Hammer Adds Accounts 

Hammer Advertising Agency, 
Hartford, Conn., has acquired the 
following new accounts: Park- 
way Furniture Mfg. Company, 
Chelsea, Mass.; Apex Tool & Die 
Company, Meriden, Conn.; Sally's 
Fur Studios, Hartford; Caine Nov- 


elty Company, New York, and 
|Bolger Company, New Haven 
| Conn. 


| In POWERLAND Lingo.. 


Use its terms to get busines 


Thousands of power engineers and execu 
tives now are considering by type an! make 
the boilers, stokers, turbines, engines 
pumps, piping, switchgear, belting,c ntro!s 


and other equipment needed to exp. 1d and 
modernize peacetime power system: 

Use meaty, informative ads regu! rly 
POWER PLANT ENGINEERING > 8'* 
these men the help they need in se ecting 


and installing your power equipm ot o 


supplies wherever possible, talk Poy «rian 
language; show simple application h« kup’ 
sectional views, capacity tables, p« !or™ 
ance data. 

Ask for field bulletin ““Where en ee® 


need help.” It tells about problems 5 = &" 
gineer-customers are up against; off tips 
for slanting your messages to this 5! 
all-industry market. 
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panne actried OE ach tet OM SUNDAY PUNCH in America’s most important sales areas is 

' Ge A breath of balaho Masia OO Toky) —_ gaa FIRST 3 Markets Group—a combination of (1) the IMPACT of 
usines ef ran Machen OO aten be ncn Rotogravure and Colorgravure, the sections of highest reader 
ae pg re caer a wine traffic; and (2) the COMBINED STRENGTH of the three first 
ean | make Ge oe pent ‘and COVES Newspapers in those markets—the New York Sunday News, the 
aa pate s tno FMT 2 oe ohunee Chicago Sunday Tribune, and the Philadelphia Sunday Inquirer — 
expand and esi Fist in dere pee, all FIRST in circulation and in display advertising volume. 
fem s $i 


i Amer . 


York. Chie 


EVs * 


es . h In addition to reaching 66.8% of the families in the metropolitan 


bc eermnitics OF areas, FIRST 3 also delivers strong coverage in hundreds of cities 


nm s cting Fs 

. ; 1 pet * —— ° 

pment 0 lg and towns in its greater market area—an area which accounts for 
Pow erlane 


40.1% of the total U.S. retail sales— 42.4% of the food sales. 


kups, 


Harness the POWER of First 3's SUNDAY PUNCH to your 
national campaign — Total circulation in excess of 6,200,000. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Relogravure ° Colorgravute 


THE GROUP WITH THE SUNDAY PUNCH 
News Building, 220 East 42nd Street, New York City 17, VAnderbilt 6-4894 
Tribune Tower, Chicagol1, SUPerior 0044 +155 Montgomery Street, San Francisco 4, GARfield 79 46 
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Promotes Marine Engines Promotes Royal Scarlet 


R. C. Williams & Co., New| 
Chrysler Corporation, Detroit, will} York, is promoting Royal Scarlet 
launch a new advertising cam-| foods in an institutional campaign 
paign in September for its Chrys-|of 375-line black-and-white ad- 


The marine engine division of 


ler gasoline and Diesel marine| vertisements 


engines directed toward commer-| New Jersey newspapers. Alley & 
cial fishing fleet owners and| Richards, New York, is the agency. 


others already owning boats. 


Grant Advertising, New York, is} i 
Rad Appoints LeQuatte 


| Milrose Products Company, 
New York, has 


. , | LeQuatte, Inc., 
leet iy d 
LTIES hold cleaner, 


the agency. 


newspapers, 


dig 
Improve your business. Place » 
your name before your cus- 
tomers and prospects with 
Exclusive Art Calendars, 
BR Gift Leather Billfolds 
Wallets Diaries Personal 
Estate Records, Mechanical 
Pencils, Safety First Cases, Key Kits, Signs 
countless other items Inexpensive, resultful. 
ADVERTISERS PUBLISHING CO. 
Dept. AA-4, Ann Arbor, Mich. 
(Distributors Everywhere) | Pic. 


|manager of 


irect advertising for Rad, house- 
using radio and 


Takes ‘Pic’ Ad Post 
S. T. Sunshine, formerly sales 
’ |Hotel, New York, has joined the 


|New York advertising staff of|ton Advertising, C 
account executive on Ivory soap.| president and general manager. 


Advertising Age, September »)) 1945 


New York and 


appointed H. B. 
New York, to 


Pitch In-Help a Veteran 


Know a World War II vet who craves a job in advertising, 
publishing or radio? 
Do him a favor by telling him of Apvertisinc Acer’s free 
Job Hunter service, which brings vets and jobs together 
without charge. Have him write Job Hunter, ADVERTISING 
Acer, 100 E. Ohio St., Chicago 11, for a free application 
form. Jobs of all kinds are available 
And if you’re looking for a good man for your own shop, 
ask Job Hunter to send you a file of applications from 
likely looking veterans. 


all over the country. 


South Carolinc 
Plans Two New 
Ad Campaign: 


Columbia, S. C., Sept 5—Ty 


attract new industries id it 
share of the tourist ‘trade Soy 
Carolina will soon laun:) ty, 


separate ad campaigns in isines 
magazines and newspaper } 

Robert M. Cooper, director , 
the state research, planni», 
development board, an) /UNCe 


Donnelly to Compton 
Robert B. Donnelly, formerly 

the Park Central| with Gardner Advertising Com- 

pany, St. Louis, has joined Comp- 


Broman Appointed 

Ed J. Broman, formerly sales : 
manager of KSL, Salt cake City, |M€SS magazines and on travel an 
has joined Universal Broadcast-|TeS°rt pages of dailies over a wig 
New York, as|ing Company, Hollywood, as vice-| area as soon as possible. 


last week that the two seria 
now being prepared, wou!d stay 
appearing in a number of bys 


“The series directed to the bug 


ness men of the nation will streg 
power at unusually low rate; 


Rita Weiman’s stories stir the 


yr 


ee 


impulses . «2 


emt ge 


> a 


exceptionally mild climate, ayajj 
ability of skilled and unskille 
workers, transportation facilitie, 
including the three fine seaports 
and natural resources,” Mp 
Cooper said. 

“The other group of advertise 
ments will feature recreation fs 
cilities, including beaches, resorts 
etc., unique gardens and huntip 
and fishing.” 

The South Carolina General As 
sembly established the research 
planning and development board 
earlier this year. Its major polj 
cies are to cooperate with presep 
industries in the state; to stimy 
late incentive and_= enthusiasy 
within the state, and to invit 
outside business to South Car 
lina. 


Station Urges ‘Buy FM’ 
in Newspaper Series 
“To offset anticipated cam 


manufacturers to obtain a ‘hea 
start’” by selling AM sets wit! 
out frequency modulation, F) 
Station WBCA, Schenectady, N. Y 
has begun a newspaper campaig 
there telling listeners that 
you buy a new radio without F) 
you'll obviously have an obsolet 
radio.” 

The first ad quotes 16 set man 
ufacturers, network executive 
engineers, retailers and _ busines 
papers on FM’s advantages. WBCA 
a Mutual affiliate, is operated 
Capitol Broadcasting Company 


Sun Glass Names Lewin 

Advertising of Sun Glass I 
dustries, Newark, maker of Pw 
o-ray sun glasses, has been place 
with A. W. Lewin Company, 
York. Magazines and newspape 
will be used. 


Beaton Heads KMTR 


Bill Beaton, manager of KWKI 


OU know she’s young — forever 
looking forward. She's emotional. 
Lives impulsively. Thrives on it! 
She has just read a rapturous ro- 
mance by Rita Weiman, one of the 
many shining stars in Cosmopolitan. 


Cosmopolitan is packed with the 
greatest writing of our time. And great 
writing makes great reading. Great 
reading moves the emotions. It builds 


dreams. It spices day-to-day living. 


So, now that she’s under the spell 
of Rita Weiman’s writing — step up, 
Knox*, and display your persuasive 
advertisements. 

Pamper her pride as a good pro- 
vider by showing her “double-desserts 
with half the effort”. Let her pick up 
pointers on entertaining with Knox 
Gelatine recipes. She’s in a very mel- 


[ osmopolitan 


GREAT WRITING MAKES GREAT READING 


... swing in now, Jim Knox, 


with your selling! 


low mood right now — a receptive | 


frame of mind. She's just been stirred 
by the exciting stories of Rita Wei- 
man. She’s lived the stimulating life 
etched by Faith Baldwin, Louis Brom- 
fieldand other writers in Cosmopolitan, 


It’s a bread-and-butter fact, Knox. 
Emotion makes wars. Emotion makes 
marriages. Emotion makes SALES! 


*An advertiser in Cosmopolitan since 1913 


ov 
Emotion makes Wars — 
Emotion makes Marriages 
Emotion makes sales 


Pasadena, Cal., will become ma 
ager of KMTR, Hollywood, effe 
tive Oct. 1. 


= BOLL! NS, 


paigns in the near future by som@ 
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readership for mass circulation proven 


Phil Sasser’s 


BUY LINES - 72M OG 


born September 9th, as sister Nancy’s ‘’BUY- 
LINES” column for women celebrates Fourth 
Birthday. 


Whether you make men’s clothing, beer and 
fishing tackle—or women’s cosmetics, fash- 
ions and household products, these two 
low-cost editorialized advertising columns will 
do a quick sales job for you in key markets. 


Lusty growth of the 4-year-old “‘BUY-LINES Sasser” is just as hearty. Men’s copy in semi-casual 


by Nancy Sasser” prophesies quick reader locker room style . .. exclusive write-up of your 
eal how hi . : product on Sundays you schedule . . . no compet- 
enthusiasm for the new-born men s column. ing product mentioned the same week. 


September 1941, the femi- First to sign up were: PERSONNA Blades, 
oe BUY-LINES colum, PAL Blades, OTIS Underwear, Fleet's CHAP 
STICK, SEAFORTH Toiletries, DR. SCHOLL’S 
tional advertisers in 32 news- Sulfa Solvex, SCHOBLE Hats, CANADA DRY 
papers having a total circu- Sparkling Water, and HOENSHEL Brandied 
lation of 8,000,000. Fruit Cake. Watch for others! 


In September 1945, the 
women’s column has grown to 60 newspapers, 


“weighed in” with 12 na- 


Here’s your working ar- 


blanketing America’s key markets with a total rangement with your new 
circulation of 13,206,723, and has 75 sponsor- BUY-LINES salesman: 
advertisers. 


All you do is sign up for 6 to 
52 insertions (minimum 42 
lines, maximum 98) for “AD- 
itorial” recommendations of 
your product by Phil Sasser. 
Send a description of 
its features, and copy 
is written subject to 


Phil Sasser’s masculine “BUY-LINES For 
Men Only” begins September 9, 1945, on sports 
or main news pages in 23 East Central news- 
papers with a total circulation of 7,333,594... 
Southern and Pacific Coast papers to be added. 


The formula is a healthful one 


Nancy Sasser’s column throve mainly be- your or your agency’s 
cause the third person “ADitorial” men- approval. We handle 
tion of non-competitive products has the and pay for all produc- 
flavor of a next-door neighbor’s tip about tion. That’s all...except a bill that’s as low 
good merchandise ... sells like word-of- as $684 per insertion for 7,333,594 circu- 
mouth recommendation. High women’s lation. Subject to regular agency discounts. 


by continuous surveys. One-of-a-kind For full particulars, see listing under “Editorialized 
Advertising” in the Newspaper Section, or under 


franchise ae) exclusive scoop. “BUY-LINES” in the Magazine Section of Standard 
The diet in “BUY-LINES by Phil Rate & Data, or call the nearest“BUY-LINES” office. 


, B T Y- LI N E S| 42 Nancy Sasser ie 


, New York 16, N. 7 360 N. Michigan Pret 
235 ‘Montgomery . San ae a Colif. | 
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Partain Promoted 


Appointment of Lloyd E. Par- 
tain as manager of the commercial 
research division of the research 
department of Curtis Publishing 
Company has been announced by 
Donald M. Hobart, manager of 
research. Mr. Partain, who has 
been. in charge of research for 
Country Gentleman, has returned 
to Curtis after being on loan to 
the Periodical Publishers National 
Committee. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may if You 


be doing just that. Manufacture 
There's a 7 billion and Sell 


dollar market you COSMETICS 


could encourage 
simply by letting& 
these poem: e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn, his confi- 
dence, good will and regular ‘patronage 
But whether your produet is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


Vinson Cautions That 
Consumption Must Expand 

Washington, Sept. 6.—The so- 
called “Full Employment Bill” 
means so many things to so many 
different people, and has been so 
badly oversold as the answer to 
future economic ills, that it is 
somewhat reassuring to read the 
testimony of Treasury Secretary 
Fred Vinson who cautions that 
the bill itself will mean nothing 
unless it leads to intelligent sup- 
plementary legislation. 

As Mr. Vinson explains it, the 
foundation for prosperity must be 
found in larger and expanding 
consumption, but the jobs that 
will provide that foundation can- 


By STANLEY E. COHEN, Washington Editor. 


not be created unless business 
men know they will find markets 
for their products at a price that 
covers costs plus a fair profit. 

If the “full employment” bill 
works out as Mr. Vinson hopes, 
it will provide machinery for ex- 
amining the economy, so that the 
President can submit to Congress 
measures for expanding consump- 
tion and investment. 

Among the steps it would sug- 
gest, he believes, would be mod- 
ernization of the tax laws, a pro- 
gram for small business, a vigor- 
ous anti-trust policy, reduced in- 
dustrial strife, free international 
trade, organized social security, 
farm and public works programs. 

Problem: With the pulp situa- 


DADDY, 


WHY DID 


You 
JOIN 


THE ELKS? 


That’s a good question, son —especially now. [ve been 


around this town for a long time and when the Elks, year 


after year would sponsor most of the charitable and welfare 


activities in our community, I 


felt that I ad to join with 


them and do my part in this important community work. 


I knew most of the men in the Lodge—and I liked them 


—now they’re among my best friends. We’ve got a fine 


bunch of men in our Lodge too—everybody who’s anybody 


in this town belongs. 


Besides, son, I like to go over to the Lodge once a week 


and talk with some of the boys. You will, too, when you 


grow up. 
* 


* 


Every issue of The Elks Magazine carries news and 


photographs illustrating charity and community welfare 


work in action—news that is i#portant to all of the 700,000 


Elks in the Nation. 


Ba = 


me ee, A 2 


NEW YORK * CHICAGO + DETROIT 


|land firm which has asked the fed- 


|who has served with 


| the 
| sioner 


Advertising Age, September | 


tion rapidly improving, WPB’s 
paper division must decide when 
to lift L-120, the paper stand- 
ardization order eliminating heavy 
weight stocks. Some mills would 
like 30 days in which to build up 
stocks of heavy paper before re- 
leasing it to the trade, but other 
mills fear the heavy paper would 
leak into the black market, or 
that publishers will curtail buy- 
ing of remaining stocks of war- 
weight paper pending release of 
the heavy stock. 


8 38 a8 


Outlook: Treasury talks of a 
$25 billion postwar federal budg- 
et, including a $5% billion item 
to cover carrying charges on a 
$275 billion national debt. To 
supply tax receipts for such a 
debt, Treasury calls for a high 
income, arguing “even if the gov- 
ernment takes a larger share of a 
bigger pie, there will be more 
nourishment left for the taxpayer 
than if the government took a 
small share of a still smaller pie.” 

Bo * ok 


Project: When Secretary of 
State James Byrnes decides how 
his new overseas information arm 
can “assist American private en- 
terprise in the dissemination of 
information abroad” he will prob- 
ably look at a plan suggested by 
Nathan Golden, of the Commerce 
Department motion picture unit. 
Mr. Golden, who believes that the 
industrial motion picture can re- 
place bulky samples and_ sales 
literature abroad, is suggesting 
that Commerce and State work 
out a plan so that industrial mo- 
tion picture films may be ex- 
hibited at U.S. foreign offices, and 
other appropriate places. 

Plan: Attorney General Tom 
Clark had very little to say about 
the proposal of Otis & Co., Cleve- 


eral court in Chicago to approve 
its plan to buy the Pullman sleep- 
ing car service, up for sale as the 
result of an anti-trust action. Ac- 
cording to William Daley, Otis & 
Co., president, the firm would 
spend half a billion for “the most 
modern fleet of sleeping cars and 
observation cars that competitive 
engineering brains and manufac- 
turing facilities can produce.” Mr. 
Clark said he would be interested 
in anything that would restore 
competition in the sleeping car 


business, but he had no comment | 
;on Mr. Daley’s prediction that re- | 

expansion of | 
“can be a stra-| 
'tegic factor in the conversion of | 


habilitation and 
Pullman service 


a war into a peace economy.” 


cg a ue 


Opening: With the death of Col. | 
week, | 


Charles H. March this 
President Truman must make two 
appointments 
In addition 
to replacing Commissioner March, 
FTC since 
1929, the President must decide on 
reappointment of Commis- 
Robert E. Freer, 
term expires next month. 


to the FTC when) 
|Congress reconvenes. 


whose | 
Fare-| 


well: to Albert Ramsay, produc- | 


tion wizard of OWI graphics bu- 


/reau, who is said to have cut gov- 


tons a week by his “know how” 
of printing. 
Rico on an assignment to survey 


| publishing facilities there. 
* * #* | 


Hope: War Advertising Council 
people are bubbling over after a) 
meeting with Gen. Omar Bradley. 
The new veterans’ administrator is 
reported to have been impressed 
with the possibilities of the Coun- 
cil’s veteran’s programs... Trend: | 
With surplus aircraft parts a drug 
on the market, aviation interests 
hope to salvage some good for'| 
their industry from the govern- 
ment’s plan of providing aircraft 
and aircraft equipment to schools 
for a nominal fee plus transporta- 
tion. Already, the industry points 
out, half of the nation’s 6,000,000 
high school students can 


‘ernment use of paper nearly 50 | 


Al is off to Puerto} 


study 


a 
a 
Xa Be 


1945 
aviation, but with the equ me, 
now becoming available, the ‘rain. 
ing can be expanded ar jn. 
proved. 

oe * 
Addenda: NAB released |» gp. 
page report classifying mo: » thay 


600 children’s radio prog ay 
under 22 headings, and b 
out the most successful p 
and merchandising approac jes ; 
the juvenile audience. . . F 
fered to buy Titian’s “Venu 
an Italian contact for any 
ested party for approxi 
$55,000. It has leads to othe 
terpieces, too, including \ 
“Flowers and Fruit” for 
$11,000. Plus Italian gove 
tax. 


Named Sales Director 


Robert E. Kennedy, formerly 
manager of the New York brane 
of Brunswick - Balke - Collende, 
Company, has been appointed 4j. 
rector of sales of the newly or. 
ganized bowling products diyj. 
sion, American Machine & Foup. 
dry Company, New York. 


YOU 
GET 


Merchandising 
Cooperation 


Just By Asking 


Every Tuesday the Albany 
Times-Union, co-sponsors with 
the Albany Garage & Appi- 
ance Distributors, Inc., pre- 


Mrs. 


Home Economic expert, in 


sent Lucille Palmer 
the Victory Kitchen audito 
rium (500 seating capacity 
at which time she solves an- 
other group of householc 


problems (mostly food). 


Around the walls of the Vic: 
tory Kitchen are permanent 
tables used for display 
poses. Many nationally prom: 
inent food and household 
items have been displayed 
there during the past 
Do you want your prc 
prominently placed be °re 
Albany and Capital Di 


housewives? 


YOU GET it — just by 
ing for it. 


Wbany 
IMéS-UNl| 
: DAILY and SUNDA 
A HEARST NEWSPA 
Represented National. 


HEARST 
ADVERTISING SERVICE 


‘Tarde. 
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Albany 


ars with 


J eran ae 


For over 50 years, the Hearst 


Newspapers warned America about 


“Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, therefore, 
is not to enquire whether a thing can be done, 
but whether it ought to be done, and if it ought 
to be done, to so exert the forces of publicity 
that public opinion will compel it to be done.” 


QV~RAF a 


In the 1890's the Hearst Newspapers pointed out 


the “Yellow Peril” to U. S. interests in the Pacific. 


In 1898 the Hearst Newspapers urged annexation 


of Hawaii to guard against growing Japanese power. 


In 1905 the Hearst Newspapers published the start- 


lingly prophetic cartoon reproduced above. 


San Francisco Examiner, September 8, 1905 


In 1912 the Hearst Newspapers focused national 
attention on Japanese attempts to colonize Lower 
California. 


In 1919 the Hearst Newspapers fought the League 
mandate which handed over the Carolines. strategic 
Pacific islands, to the Japanese. 


. - . 
In 1921 the Hearst Newspapers opposed the deci- 
sion of the Washington Disarmament Conference by 
which our government sacrificed 32 ships of the line. 


In 1933 the Hearst Newspapers warned that Japan 


was taking over industrial control of the Philippines. 


In 1941 the Hearst Newspapers. right up to the 
time that bombs fell on Pearl Harbor. were still ham- 


mering for strengthened fortifications in the Pacific. 
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dent of Grocery Manufacturers of! | 
Job Prospects |America; George Romney, gen- | > 
° A O tli d 'eral manager, Automobile Manu-| | HOY OH ts war's Yeu. é 
wit re uthine facturers Association; Thomas H.| | 7 c 
= MBS « Beck, president, Crowell - Collier THE FINEST GASOLIN:S 
EFFECTIVE BUYING INCOME in Series Publishing Company; John Bal- 
New York, Sept. 6.—Roy. Hunt, | antyne, a of — Cor- EVER SOLD | 
: l . poration, and W. R. yd, presi-| , 
a 101% of America, who will speak Sept {“e2t, of American Petroleum In-| | AT THE ESSO SIGN! 
. | stitute. 
TULSA in 10, yey pen |g hworyy Of more than 1,000,000 aircraft — 
* ” man of the board, B. 4. du Font de! workers employed at the wartime 
KVOO's Daytime Nemours & Co., scheduled Sept.| ea; Mr. Wilson said in his ad- . 
o KL HOM A Half-Millivolt Area 12, are the next speakers in a] dress, only about 200,000 will be on he 
| : as compared to series of broadcasts on “Recon-| retained. Of these, about 50,000 
— Entire State of version and Jobs,” which Mutual} will be skilled engineers—‘“a sort eo a IZON 
OKLAHOMA ee System  started|of nucleus for future expansion.” | | PO TSE hoenix .. 
pr Pghe —___—_—_— | - Syeaeeeeeteeee Ess0) 
The series is being developed a | gescling over sald ofthe eae ign! "i KANSAS 
This includes the bonus counties in Missouri, Kansas, and Arkansas, by the network’s news and spe- Lynch Rejoins P&T —" Little Rocl 
making the KVOO market the best buy in Oklahoma—truly Okla- cial events department, under Abe| Mitchell T. Lynch, formerly na- COLONIAL BEACON OIL COMPANY FORNIA 
Aeenty Bhs. + Shaan Schechter, director. tional sales manager of the Tin- ue 
: j In the first two weeks speakers| tex and drug sundries division of —/ ee ... 
— - included J. A. Krug, WPB chair-|Park & Tilford, Inc., New York,| ecco: pest—a leader in the list ¢ MEU 


man; Eugene E. Wilson, vice- ee nae —e ge = erm refiners who are boosting better pos. Mimpedding .. 
chairman of United Aircraft Cor- agent for men’s toiletries, etc. for| Wa" 9@solines is Standard Oil of New MMR‘), ” 


poration; John D. Biggers, presi- erseas forces. has rejoined Park| Jersey: which ran this copy in a long n Franc 
Company; Paul S. Willis, presi-|dent of this division. — 
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Keep Shoe Repair ce 


ueblo ... 
Industry at Peak, Byyecic 
Is Supplier's Aim B® 

Memphis, Tenn., Sept. 5.—In MBIRICT OF 
what it believes is the first post. MypYss'ssto 
‘war cooperative effort in the 


f, South to help retailers maintain a 
FARE their business volume, Southern Miami 
pant tanh ne ng Leather Company has released 2 MBit. sce: 
3 three-city newspaper campaign t pa 
stimulate additional shoe repair. rn 
ing. eB 
The series will run in Memphis 
New Orleans and Little Rock, Ark HO 
with the campaign being extend poise 
later to other southern citi NOIS 


Since no signature appears on the M0, 
ads, Southern Leather believes MPhiago .. 
every shoe repairer will benefit 
from their publication. The com- 
pany is a large distributor of MPIANA 
leather, shoe findings and _ shoe jPnapoli: 
store supplies. , 
During the past several years, MB. \foine. 
the shoe repair industry doubled fMioux City 
its 1937 volume, reaching a 10- 
year high in 1944 in excess of f@. 
$250,000,000, according to L. R.fMenita 
Jalenak, vice-president of South- 


pringfield 


SAS 


ern Leather, “Shoe rationing hasjmf'¥CKY 
taught America the advisability" *™ 
and economy of keeping shoes i SIANA 
proper repair,” he said. “We hopeton Rou 
through our concentrated shoe re- fesiey 
pair campaign to maintain the 
1944 volume in this territory. ‘RYLAND 
addition to this advertising, shoejj'more.. 
repairers are using newspapers SSACHUSI 


and radio announcements featur-H™,.... 
ing the slogan, ‘Regular Repall¥MPorcester.. 
Saves Wear.’” 


IN TOWN PARTICIPATED 


Many shops have remodeled — 
UP and painted their stores, makingfnd papi 
IN THIS TEST 35% them more attractive and com- 
fortable, Mr. Jalenak pointed out, gf"S0'A 
— ae and accessory stocks have been... i 
we known research organization selected a added, since the war period has Paul... 
typical community and used the whole town for taught the owners to become me!- 


SOUR! 
a one week test of the sales pulling power of fas 
point of purchase displays. Sales of four adver- 
tised food products were checked in every grocery 


outlet to establish average normal flow. 


chants as well as provide shoe 
service shops. 


8% to - 
Paper to Mid-South NTANA 


The Messenger, Madisonville, ay mt 
Ky., has appointed Mid-Sout 


: ? 
NORMAL TREND 


In half the stores the four tested products were 


properly supported by manufacturers’ display ae hitsbad Dailies as representative. RASK» 
pieces. In the other half, the four products were act Roper? puawene S oe 
kept on the shelves and no special displays Oy TORN OF FURTNES DOWN — 


aie anil. ADVERTISING INSTITUTE, INC.) 26% ADA 
START OF TEST FINISH OF TEST | 

In the grocery stores using displays, the average i 
sales increase on the four products was 35%. In In “Jownes oe ee Tu Cities 
the stores not using displays, sales dropped 26%, . = ae 
showing that whereas stores that did not use Wherever Point of Purchase : 
displays lost business, those that did made up the Displays are used .. . % 
difference, so that the town, as a whole, showed THEY DELIVER GREATER SALES AND EXTRA PROFITS 
a substantial gain. 

wn ARVEY CORPORATION 


parennoaee CHICAGO : DETROIT . JERSEY city ae | 
an y y 7mYur y i ‘Wr “Maybe WFDF Flint le 
“ama INSIST ON ARVEY QUALITY ? ee ee oot a 


Is Your Name on Our Mailing List? Write Today for New Booklet on Point-of-Purchase Advertising. | 
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Printing Papers 


___Distributed by 


ABA 
iemir GHAM .sccceceeseeees Sloan Paper Company 
|ZON 

hoet ...++.-Zellerbach Paper Company 
KANSAS 

ttle Rock ............-Arkansas Paper Company 
LIFORNIA 
WEOER cccnccseseesdvce Zellerbach Paper Company 
WESNIO cc cccccseceeeecs ig “ “ 

s Angeles eeeeene coe a a6 ““ 
akland Pe ae “ “ “ 
YT MCLEE Ce 
scramentO ....+.....- 

n Dik go. eeeessecorses 
an Francisco ........ 
an Jo © seesecessse + 
SE eee 
DLORADO 
er Jee ehea ne csaee Carpenter Paper Company 

DIO «nw eeeeeeee beoecces “ 
DNNECTICUT 

Jartford ....ese. The Rourke-Eno Paper Co., Inc. 

oS Werrrrerrce cre Bulkley, Dunton & Co. 


ETRICT OF COLUMBIA 
Washington ....Barton, Duer & Koch Paper Co. 


Through 73 years of paper making . . 
long years of ceaseless scientific research, 


Kimberly-Clark has achieved a standard of 


quality that is recognized by printers and 


paper buyers throughout the world. 


And uniformity of that high quality is 


KIMBERLY 


NEENAH, WISCONSIN 
* TRADE 
MARK 
NeW Yor. ...0d<sses Forest Paper Company, Inc. | OREGON 
OS Caer eee J. E. Linde Paper Company Eugene 
BT WOM sos scsdscceccescsccds Fenoe & Son, Ine. Portland 
New York......... ....Royal Paper Corporation 
Rochester sessccceccoseses Paper Service, Inc. 
I. intended ceecesecisapans Paper Service, Inc. 
Ws 6 él svadedess ..Troy Paper Corporation | PENNSYLVANIA 
Philadelphia. 
Philadelphia. 
NORTH CAROLINA Pittsburgh. 


ee 
Greensboro 


NORTH DAKOTA 
556.05 exdned cans 


OHIO 


Cincinnati 
Cleveland. 
Columbus 


Toledo. The 


OKLAHOMA 


Oklahoma City 
Tulsa ; 


Western 


The Chatfield 
The Petrequin Paper Company 
The Scioto Paper Company 
Ohio & Michigan Paper Co 


Tayloe Paper 


Dillard Paper Company 


RHODE ISLAND 
| Providence 


Newspaper Union 


SOUTH CAROLINA 


. ‘ Greenville 
Paper Corp 


TENNESSEE 


Chattanooga 
Tackson 
Knoxville 
Paper Company Memy 

i Nashville 


EXPORT AGENTS: American Paper Exports Inc., New 


maintained by the most modern technical con- 


trols. In the finished testing room, for example, 


are precision instruments for measuring basis 


weight, strength, brightness, opacity and 


printability. Every lot of Levelcoat Printing 


Paper is subjected to the rigorous specification 


of these tests. 


Yes, only the finest printing paper can pass 


these tests 


and Levelcoat Printing 


does that consistently. 


Pa per 


Zellerbach Paper Company 


Carter 


fovelcoal , 


PRINTING PAPERS 


Paper Merchants, Inc. 
Ward Company 


The Chatfield & Woods Co. of Pa. 
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TEXAS 


Austin 
Dallas 

Fort Worth 
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Houston 
Lubbock 
San Antonio 
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Salt I e 4 
VIRGINIA 
Richmor 


WASHINGTON 
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WISCONSIN 


Clark 


RESEARCH 


Carpenter Paper Company 


I S. Bosworth Ca, Ine 
Carpenter Paper Company 
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ELEANOR NANGLE 
Beauty editor 


A frantic father called up to say 
his daughter, 3, had sneaked five 
sticks of gum into her bed the 
night before, chewed them, and 
then smeared them thoroughly 
into her hair. He wanted to 
know how to get the gum out 
without cutting off her curls. We 
told him, but found it hard to 
keep from asking where, in these 
times, they got all that gum. 
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REA SEEGER 


Chicago Fashions editor 


One completely dazed gentle- 
man called one sticky, sultry 
noon and asked, “Is it really 
right for my young daughter 
to swelter in this weather in 
a velvet dress?” Since it was late 
in August and the child evidently 
wanted to be far ahead of the 
fashion parade with a new velvet 
gown, we, behind the fashion 
phone, backed her up. And then 
long-suffering papa banged up 
the phone after the succinct 
witticism, “Women always did 
make a fool out of me.” 


‘—=— = oo oe ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee eee eee eee ee eee ee 


ROSEMARY FOX 


Home Economics department 


We often receive requests for 
recipes of dishes mentioned in 
the menu which we present 
every Thursday, outlining 21 
meals for the next seven days. 
But we were especially amused 
by the question sent in by a very 
conscientious newlywed asking 
me ‘How do you make a salad 
of sliced tomatoes on lettuce)” 


CLAUDIA CASSIDY 
Viusic and Drama editor 


An earnest woman telephoned. 
She was making a formidable 
mountain out of the gala mole- 
hill of going to a play. She asked 
in such detail what I thought of 
it that to save time I offered to 
mail her a copy of my review. 
“Oh, Miss Cassidy,” 
reproachfully, “I read what you 


she said 


wrote in the paper. | hoped that 
in strictest confidence you would 
tell me what you really think!” 


DORIS SCHACHT 


Home Economics department 


A young wife sadly told this tale 
of woe. Her enterprising husband 
took over the task of baking 
Sunday night waffles, but ruined 
everything because he talked too 
much and poured the syrup in- 
stead of the batter into the heated 
waffle iron! The problem: how 
to remove the sticky mess. We 
told her and she thanked us. 


LOUISE DOOLEY 
Etiquet editor 


Calling was a man who wanted 
to know if he finally had the 
right to tell his in-laws where to 
head in. He had put up with 
their insults for the sake of fam- 
ily peace. But the last straw was 
their celebrating his tenth wed- 
ding anniversary by “bringing” 
a surprise party to his house on 
a night when they knew he 
would be working late. They left 
before he got home, without so 
much as a congratulatory mes- 
sage for him. 
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MAYBURN KOSS 


Home Economics department 


Readers often call for additional 
information or to make personal 
comments about recipes which 
appear in the paper, but we were 
especially amused when a wor- 
ried cook called to ask whether a 
certain chocolate cake, for which 
we had presented the recipe in a 
recent issue, was good enough 
for her multi-millionaire em- 
ployer. 


LETTY LEITNER 
Needlework editor 


Most of our fashion questions 
are very prosaic. Women call to 
ask what to wear to a formal tea, 
or the proper attire for a wed- 
ding guest at a reception. One 
morning a young man called and 
asked, ““What is the proper at- 
tire for the groom at a formal 
afternoon wedding?” Having 
answered the question thousands 
of times, I replied in my best 
telephone voice “Cutaway trou- 
sers and a striped coat!’ Imag- 
ine my embarrassment when | 
realized what I was saying! 


ASKS CHICAGO 7R 
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MARY MEADE 


Home Economics editor 


A doting mama wrote to us il 
despair, after her daughter had 
used the pressure ccoker to heal 
water in which to wash her hair 
Just heating water in the pres 
sure cooker would have _ beet 
silly enough, but daughter added 
perfume to it! Mother wanted to 
know what to use toremove the 
perfume aroma so she could one’ 
again use the cooker for cooking 


SALLY JOY BROY \ 


“Friend in Need” 


Our mail is usually so fr us!" 
with distress that an an ‘sil! 
query is unique. One that « use’ 
consternation came from) © 
centric who was moving 
ward and found it impos: 
take her fifty pet rats wil lie! 
Could we place them wher [h? 
would receive the same — \\!! 
care she had given them \\") 
persuasion on our part ally 
found a place for them i) ¢! 
search laboratory. 
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KDITH WEIGLE 


Home Furnishings editor 


ts. Hot’n Bothered phones at 
30 p.m. and tells me the dec- 
alors are coming in next morn- 
gand will I please give her 
lor schemes immediately for 
eentrance hall, the living 
m, adjoining dining room, the 
chen, two bedrooms and a 
th. And oh, yes, what should 
edo about her husband's den? 


K! TH MAC KAY 


hite Collar Girl” 


from Joseph M. read 
r if you can interpret 
thand for me. I got it 
office steno. I’m just a 
iand and don’t know 
r steno who could in- 


Pret | for me.’’ The short- 


a combination of sev- 
ms, and altho about a 
perts tried to decipher 
could tell the Lothario 
it had something to do 
lady's heart. 


ihe THE LINES of the little episodes reported here may 
be read a story of importance to advertisers. 

Not all of the 3,000,000 requests for personal service and 
information registered last year by Chicago Tribune readers 
involved circumstances as colorful as these. 

But when thé people of a community feel free to call on a 
newspaper to perform the volume of extra services and to do 
the special favors which the Chicago Tribune is asked to do, 
day in and day out, they reveal the close, personal relationship 
which exists between this newspaper and its community. 

From this friendly, neighborly relationship are generated 
the greater returns enjoyed by those who build their advertis- 
ing programs around the Chicago Tribune. 


hicuge Tribune 


THE WORLD'S GREATEST NEWSPAPER 


July average net paid total circulation: Daily, Over 1,000,000 
—Sunday, Over 1,300,000 
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—and here is the Inquiring Camera Girl’s own most unusual experience 
MARYON ZYLSTRA 


Inquiring Camera Girl 


In the lobby of a hotel I asked a naval about twenty handsome Navy pilots walk- 
ensign the daily question I was working on. _ ing thru the lobby in formation. They com- 
He said, ‘I don’t think I can answer it, but pletely surreunded me, and the ensign 
maybe my roommate can. I'll go upstairs said, with a sweeping gesture, *“This, my 
and bring him down.” A little later Tsaw dear lady, is my roommate!”’ 
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Ellis Joins Esso resigned to 

Franklin C. Ellis, public infor-|Tector of | 
mation director of Eastman Kodak | Standard Oil 
Company, Rochester, N. Y., has| diana, Chicago. 


public 
Company 
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become assistant di-| "=== 
relations 


of 
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Packages that invite rapid turnover; that enhance the value of your 
products. Packages that increase the use of your merchandise and hasten 
-_ resale. PACKAGES DESIGNED for all kinds of 

a iil >» products IN ALL TYPES OF MATERIALS — plas- 
YEAR 


tics, paper board, wood, ceramics, paper, tin, glass. 

dec Boknes SKemocks 
Se INDUSTRIAL DESIGNERS AND ENGINEERS 
230 E. OHIO, CHICAGO 11, DELAWARE 6350 


| 


| 
= 
~ 


| ° 


| ee 
R 
-_ 


zs ch 
ib 


AGE WLY GY (I SALGLLLLAALS 


oo 
Taal 


lg 


ape 


3 ; How Business and Industry Are Preparing for a Peacetime World £ 


Engineering Construction 
Worth $9,716,978,000 Planned 

Plans for engineering construc- 
tion in the U. S. now under way 
are estimated to total $9,716,978,- 
000, according to a report by the 
American Society of Civil Engi- 
neers, 

In a breakdown of the depart- 
ments, $537,016,000 will be spent 
by all states for waterworks; $1,- 
072,059,000 for sewage; $2,224,- 
259,000 for roads and_ streets; 
$703,983,000 for bridges; $1,148,- 
388,000 for earthwork; $1,601,388,- 
000 for buildings and for unclassi- 
fied, $1,218,081,000. Private 
projects will include: Industrial, 


$212,726,000; commercial, $859,- 
220,000, and unclassified, $139,- 
509,000. Federal projects total 


$967,264,000. In all, $1,211,455,000 


will be spent on private projects 
and $8,505,523,000 on public pro- 
jects. 

New York leads the states in 
expenditures planned, with an 
estimated total of $1,873,052,000, 
followed by California with $1,- 
409,127,000. 

* * a 

The use of atomic power as a 
source of energy to drive gas tur- 
bines is predicted by the Ameri- 
can Society of Mechanical Engi- 
neers, which has begun prelimi- 
nary studies of the great discovery. 

Atomic power is “an addition 
to the world’s supply of fuel,” R. 
Tom Sawyer, chairman of the 
ASME gas turbine coordinating 
committee, declared. “It is felt 
that the atomic power certainly 
will not replace present fuels but 
will supplement them, as oil sup- 
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plements coal,’’ he said. 

Two major obstacles stand in th 
way of the application of at 
energy in the field of indus? jg) 
power: The cost of producing 
energy will be high at first, ang 
the technical problems invo \eq 
in using atomic power to ol 
mechanical energy through ; ich 
agencies as the gas turbine re. 
quire extensive research, the 
mittee reported. 


* * % 


In spite of the great volum. of 
accumulated savings of the 
sumer and the huge demand f 
practically all goods, marke ing 
and production interests face 
merous problems in the postivar 
era, the American Management 
Association reported recently. 

“In the marketing field co 
panies are faced with the task of 
winning back the good will of 
customers who think they have 
been dealt with unjustly during 
the years of shortages,” the AMA 
report declared. The companies 
will need, concurrently, to renew 
sound relations with new cus- 
tomers, it was pointed out. 

“All this will have to be done, 
notwithstanding the fact that in 
many fields the continuation of 
voluntary rationing by the pro- 
ducer will be necessary,” the as- 
sociation said, 

It believes that sales forces must 
be revitalized to offset the “atti- 
tudes foreign to that of selling.” 
The task, as the AMA sees it, will 
call for intense sales training pro- 
grams, better sales training tech- 
niques, a recruiting job to build 
sales staffs and increased compen- 
sation for salesmen. 


A comparison of air and rail 
fare rates was brought out in a 
report at the Air Transport As- 
sociation of America’s recent New 
York meeting, when Stuart Tip- 
ton, acting president of the as- 
sociation, declared: “You have all 
heard of the great plans of the 
airlines, the busses, the trucks and 
the railroads for postwar im- 
provements in their operation. 
One railroad has just tested a 
raised dome car . .. another is 
developing an all-electric diner. 
In the East one road has ordered 
more streamlined cars, among 
which will be recreation cars for 
coach travelers. .. You have read 
of the plans of the railroads for 
nurseries, cocktail lounges, mo- 
tion pictures, dancing. You have 
seen pictures of beautiful and 
comfortable double-decker busses 
and trucks... 

“T have seen no announcement 
yet of reduced rail fares, but it 
is my guess that they will come. 
On the other hand, the airlines 
have steadily reduced their fares 
—and profitably. Other reductions 
are in the making. 

“As an example of the progress 
that the airlines have made, it 
is now possible, in many instances, 
to travel cheaper by air than by 
rail and Pullman.” 
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The National Drug Company Says 


‘Undoubtedly the success of our me: '"2 
far more outstanding than anything 

ever had before—can be attributed t “¢ 
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IT WAS their job to win the war. They discharged 


their responsibility gallantly and successfully. 


It is the responsibility of business to put them 


gainfully to work as fast as they are discharged, 


We must not fail them. 


les Young & Rubicam, Inc., Advertising, New York, Chicago, 
ref. ns . ’ . ‘ y 
Detroit, San Francisco, Hollywood, Montreal, Toronto, London. # 
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In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


The Branham Co 


series of recollections, 


It is but natural I suppose for 
one, when leaving a job, to ask 
himself what he got out of the 
job and what he 
gave to it. 

I believe ad- 
vertising was 
good to me. I 
liked to write 
and while I 
might, finally, 
have succeeded 
a6 a st0Ory 
writer I might, 
also, have 
starved. While 


Recollections... X 


Recently retired after 34 years in advertising, mostly 
in agency work, Mr. Briney recalls some interesting oc- 
currences and. outlines his advertising philosophy in this 


BY H. C. BRINEY 


advertising. 

I never made “big money” in 
the business of advertising but a 
“comfortable living” in the pro- 
fession of advertising. Also at 
the end there was a little surplus 
above the cost of living that I 
hope will support me a bit above 
want for the rest of my life and 
do as much for my wife, too. 


Meets Interesting People 


The big compensation was in 
the form of association with men, 
able and interesting. They were 
fellow copy writers, art directors 


’ 


teaching me to H. C. Briney artists, typographers, engravers, 
write advertis- printers, publishers’ representa- 
ing Mr. Batten paid me to learn, |tives, account executives, and 


so that from the day I started to 
the day I left I made a living in 


many connected with clients 
served. 


Had I not been in advertising 
I would have—as did the man 
early to bed—missed knowing 
many interesting people. Some of 
those I knew in the old days have 
retired—among them Bill Board- 
man, Starling Busser, Hubert 
Mayrand, Howard Dickinson. 
Some have stayed on—‘Robley” 
Feland, Maurice Collette, Frank 
Lawrence, Frank Mahoney, Frank 
Moore, Harry Holloway at the 
now BBDO. 


Ads Get in Blood 


Others have made big changes 
—Miles Whitney to the manage- 
ment of a milk handling machin- 
ery business; Bill Kramer to a 
foundry of his own; Roger Owsley 
to his own lithographing business; 
Harry Montgomery to a majority 
with our forces in Europe; and 
still others have only moved as 
did Jack Holcomb, Ralph Camp- 
bell, Bob Washbish, Ted Hudson, 
Burt Cochran. The advertising 
germ has them and they can’t get 
away from the business. I doubt 
whether they want to. 

A hundred other names in ad- 


; Al's 


vertising and allied lines 
among clients are popping , 
my recollection but Apver; 
AGE is not printing a roster, 
cease listing men whose acq) 
ance, friendship, and assoc 
have meant so much to me, 
provide the memories of my 
in advertising and I use “ 
ories” here in what I hold to 
sentimental significance. 


What Did He Give? 


Now what did I give adv 
ing in return for a living an 
pleasant associations? 

Well, as I have written ea 
I was credited with helpin 
augurate market researc 
agency work during the 
1913-15. 

So far as I know I wrot 


first presentation of an adv: 
ing agency’s campaign propo: 


a prospective advertiser. Thi: 
in 1915, and the proposal 


made to the Curtis Companie; 


woodwork manufacturer, 


I helped in the preparation 
introductory campaign: 
iron 3 


the 
raw materials such as 


ot 
" in ae : 


“ 
¥ 


PIRATE’S PLUNDER. 


.-A BLUNDER! 


“ fal 
(— & 
ne 
Eé a Wile » 
F Clr VN, 
> Ww O 


The persuasive stranger from Capt. Kidd, 
Inc., had a sure fire plan to dig up the gay 
pirate’s gold, All the eager prospect needed 
was a hundred bucks for the charts, a little 
faith, and a lot of hope. But, alas, when 
digging began, the prospector found not 
treasure trove but tin cans, no pieces of 
eight, but pieces of old shoes... 

Blind hunting for bullion bars was a 
risk and a chance—and so was colorgravure 
before Intaglio took out the guess and the 
gamble by supplying advance proofs. 


Now with preview proofs, the advertiser 
can check, correct, catch, make any changes 
to improve copy before publication ... see 
that the original art and the reproduction 
are identical twins. When the message 
appears in print, he can relax with every 
part right, the show as planned. 


INTAGLIO SERVICE 


Intaglio is easy to use. Just send us the 
comprehensive layout, photos, artwork, and 
type proofs—either as separate elements or 
a complete unit. We make all the working 
negatives, retouch, combine in the correct 
position in each of four color forms... and 
supply the progressives and the uniform 
positives, for advertisers and publishers of 
magazines in gravure. 


Wiru a staff of more than 175 skilled 
craftsmen. ..a full complement of personnel 
in each department . . . complete plant 
facilities in Chicago as well as New York, 
Intaglio gives prompt delivery, intelligent 
aid on any gravure problem. . . saves effort 
and expense, time and temper. For the best 
in gravure service—color, monotone, or 
gravure for labels, packaging, or catalogs 
phone or write Intaglio, now! 


Corp. e Rotogravure Servicers 


NEW YORK: 305 East 46th Street « CHICAGO: 731 Plymouth Court 


early 
dic. ate 
to th 
had 
Hugh 
yn 
by th 
ceeae 
plates 
the V 
hé ' 
fa 
one 
m< 1] 
layou 
finish 
mace 
ple 
of si 
headq 
In 
were 
lost 
think 
preju 
what 
Agric 
in th 
dispu 
adver 
bered 
“half 
four | 
Recol 
Adi 
peopl 
meth« 
and 1 
many 
there 
in the 
could 
ing a 
Jus 
was g 
tect f 
afterr 
ning 
ne oc 
some 
ing 
home 
wood 
Curti: 
tionw 
upon 
home 
that t 
great 
away 
if de 
was 
vidua 
by sf 
ness 
stand 
house 
I y 
lgnir 
Wood 
It affe 
my ar 
an ac 
reflec 
Nand 
Trow 
respo 
an 
ba 
de e 
Cisco 
Hohba 
ers ¢ 
Stand 
Wh ity 
W ( 
Parin 
th 
mee] 
Curt: 
é f 
Phe | 
1 
f 
k 


_— af 
| \ | ~ 
| | ee z 
i I = : 
cs “a 
es Le 
© ere oaeo 133 
Gor ae AY 
; “ay \ V - C 
| NC RAS PEER SA CES) 
cco oles 
Av fa ie = T[4/ _— 
( CL LES oS | “QS \ 
[ 7 < <A m * 
— Ras Se 
| S80 DC ey w 
Re Pere > F 
" as a [RS C- \ 27 ) 
.. ee AO A 60-2 
a iP SSNS 
h ai 
15! eres NY 
a Pe eee 
i | 
ee 
srt 
a — 69 DE eee am 
| ee ti 


Advertising Age, September 10, 1945 


and 

in lumber in 1914 and 1916. | 
ING erhaps I had a part in bring- 
rll in. candidates for office under the 


Lint. heading of Goods for Sale. As 
P early as 1912 I argued that a can- 
di.ate for office could be “sold” 
to the electorate and in 1916 I 
em- hei a hand in trying to sell | 
H.ghes over Wilson. 

yme of us consoled ourselves 
by thinking we might have suc- 
cecded had we been able to get 


v Crise jates to California newspapers in 
nc for P 2 f : : 
I the very few days in which we | 
had to work. And we worked | 
2e lier, fa too. Between ten o’clock | 
ME I- one night and nine the next} 
set. morning we wrote copy and made | 
= layout for a newspaper page, 
finished the drawing, set the copy, 
rte the made the engraving and had com- e 
Vertis. plete proof ready for the board 
osal to of strategy up at Republican) | 
r _ headquarters. | t c ma r | 
pa be Wrote Al Smith Copy | | 
, In the Al Smith campaign we | e 
tion of were not so rushed but still Al| 
Ms on lost. We consoled ourselves by W oO ca n give you r 
on and thinking it was due to religious 


pena prejudice. Mr. Peek thought that 
what we did for Equality for 
Agriculture in 1928 had an effect 
in the election of 1932. I didn’t | 
dispute him but I doubted that the | 
advertising of 1928 was remem | 
bered four years when I had seen 
“half off” advertising forgotten in | 
four days, as recounted in earlier | 
Recollections. 
Advertising, by influencing! 
people to try new products and}! 


proposition a 


ee 99 ee $9 9 
YeS or MO -« 
methods, does affect the aspect | 


and way of American life and I| e | 
many times wondered whether | 
there Was any one obvious change | 
in the American scene of which I | 
could say, “I had a part in bring- | 
ing about that change.” | 
Just a few days ago I believe I | 
was given the answer. The archi- 
tect for a great university was an | 
afternoon visitor. Besides plan- 
ning buildings for the university 
he occasionally does a house for | 
some in ; il lk- | P P Ps Pe Se 
ina Bran y Pye Fon reads the RECORD, he’s responsible for policy in his business. He’s inter- | 
homes he remarked that Curtis 
woodwork, Curtis home plans and | ° P . . 
Curtis advertising had ns aa ested in planning for tomorrow ... progressive new technological devel- | 
tionwide and unmistakable mark 
upon small and medium sized 
homes. He expressed the hope | 
that the influence had not been so | 
great that there would be a swing | 
away from Curtis designs or type | 
if design. He said he sometimes | 
was tempted to design an indi-| 
vidualized entrance but ended up| 
by specifying, for reasons of fit- | 
ness and economy, the Curtis | 
tandard entrance suited to the 
house he was planning. | 
Calls Curtis Roll 
| was at least in on the de-| 
signing and promoting of Curtis | 
Woodwork from 1915 to 1922. If | 
it affected the American scene, as 


' } n the textile, men’s wear, and domestic fields, it’s the man who reads 


DAILY NEWS RECORD! Whether he’s a raw material producer, mill 


man, broker, wholesaler, converter, manufacturer, or retailer . . . if he 


opments .. . market news here and abroad... Washington news... 


prices .. . trends. For that is the type of news DAILY NEWS RECORD 


gives him... every single business day. 


| 
If your proposition warrants top-executive attention in the textile | 


Pst, 


and related industries . . . by all the 


industries as a group or just a section 


my architect friend believes, it was 

an accomplishment big enough to ; P 

reflect credit upon all who nad a from mill-to-retailer ... DAILY 
hand in it: Mr. Ackerman, of 

Trowbridge & Ackerman, largely 

reepOaine See Se Some. eee NEWS RECORD is your “‘shortest- 
and woodwork designs; Mr. Ho- 

bart whose masterly selling led 

dealers to see the light; Mr. Fran- : Aine’? 

Cisco Who, with pen, ably assisted straight line ’ 

Ho»art’s voice in influencing deal- 


ers and architects to raise the| 
dards for small homes; Mr. | 
W!itney, who was a fellow) 
wo ker with me in planning, pre- 
bar ng and placing the advertising 
th. led the home builders not| 


me-ely to accept but to demand 

Cu tis trademarked woodwork; | 

finally G. L. Curtis, head of | % 
Ti Curtis Companies, whose ap-| Se 


al of the plans and expendi- 
s proposed by the rest of us 
e our accomplishments pos- 


it there’s a lesson as well as a| 
faction in the Curtis wood- | 
\ -k experience. It takes an ac- 
c* table product, capable selling, | 
> suasive advertising, and able| 
1agement to achieve success. 
» look on all sides of an ad-| 
tising problem before tackling 
job. And good luck to you. 


FAIRCHILD PUBLICATIONS @ 
‘ee 


FAIRCHILD BUILDING—NEW YORK 3, N. Y. 
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Westinghouse Repeats 
‘Rationed Eyes’ Theme 


Repeating the “Eyes are ra- 
tioned, two to a lifetime,’ theme 
in its fall advertising, the lamp 
division of Westinghouse Electric 
Corporation, Bloomfield, N. J., is 
spearheading the campaign with 
a booklet available to utilities to 
make the homemaker aware of the 
need for better lighting. Tie-ins 
with dealers will be used during 
October. 


‘Gentlemen’ Appears 
in December 


Rayner Publishing Company, 
New York, will publish the first 
issue of Gentlemen, a monthly, 


35-cent pocket-size magazine in 
December. It will carry ad- 
vertising and feature editorially 
sports, men’s fashions, fiction, 
cartoons, business, politics—and 
women. E. C. Rayner will be 
|editor and publisher. 


ELECT CHICAGO for 


400,000 Negro population 


NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in — 


“‘CONCENTRATED” 
NEGRO MARKETS 


great Negro market. Chicago, with its more than 


CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


your test of America’s 


is covered by the CHI- 


Voluntary Groups 
Give Victory Loan 
All-Out Assistance 


Treasury Stresses 
It's Last Appeal 
to Buy Extra Bonds 


Washington, Sept. 4.—Previews 
of media and advertiser plans for 
the final Victory bond drive next 
month indicate that the voluntary 
sales organizations that moved 
more than 900,000,000 bonds dur- 
ing the war are planning to stick 
to the job to the end. 

Treasury’s preliminary outline 
of the Victory Loan, which is to 
sell $11 billion in bonds between 
Oct. 29 and Dec. 8, indicates that 
plans are well along for heavy 
support in periodicals and out- 


| door, 


| importance, 
|have been urged to 
| their newspaper advertising man- 


Advertising Age, September 10 


while the newspaper pro- 
gram is shaping up on an ambiiti- 
ous scale. 

State chairman have been ad- 
vised that a heavy volume of 
newspaper advertising is of major 
To achieve this, they 
work with 


agers to obtain lists of the larg- 
est advertisers in each newspaper, 
so that these companies can be 
asked to convert to Victory Loan 


|copy during the drive. 


Includes Full Pages 


Altogether there are to be 27 
full-page newspaper ads, as well 
as 1,000, 400 and 200-line adapta- 
tions. The weekly newspaper 
portfolio containing 12 full-page 
ads, and 1,000 and 400-line adap- 
tations, will be directed exclus- 
ively to the rural market. 

A total of 2,0¢% full-page ads, 
addressed to gencral consumers, 
business executives, farmers and 
retailers, will make the Victory 
Loan the greatest magazine ad- 
vertising promotional campaign 
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or 


ever carried, according to E 
Harris, chief of the Tres:yr, 
| periodical section. 

More than 350 general 
'zines and 500 professional a 
|sociation publications are 
|space for the two periodic: 
|‘‘Making Your Wishes Come [; 
jand “All in Favor Raise Yo, 
|Hand.” In addition, 250 na onal 
| regional and state farm journak 
some 600 industrial public ‘tion 
and 350 retail trade papers (n the 
Treasury list have signed up fg 
the Victory Loan copy. 


Seeks Full Support 


The outdoor industry ate 
tempting 100% conversion of ; 
national advertising during th, 
|drive period, Treasury said, in jp. 
structing its own field people ; 
push the “sponsored” 24-sheet, 9 
|all-lettered poster in red, whit 
jand blue, carrying the feature; 
|words “Victory Loan,” and th 
| Victory Loan slogan, “They Fip. 
ished Their Job—Let’s 
urs.” 

The outdoor industry’s donate 
poster, “Share the Care,” shows 
|nurse holding a roll of bandag 
| between outstretched hands, a 
ties in with one of the major cop 
| themes—expense of caring f 
ithe wounded. Special streamer 
| will be provided to outdoor plant 
prsmnioreig for use on boards not 
carrying a Victory Loan message 

The “Share the Care’ messag 
will also be reproduced on 100,0( 
|car cards, posted under the OW] 


Finis 


| Transit Advertisers poll. OW] 
| also is providing 50,000 car cai 
|for sponsorship picturing a GI 


with the message: “If You Want 
to Say Thanks—Buy Bonds.” 


| Radio Pitches In 
| Radio plans call for the spe- 
| 


cial network “kickoff” programs 
network “days”; special broad- 
|casts developed during earlie: 


drives; Victory Loan musical half 
|}hours on ABC and Mutual; 60 t 
175% of the OWI allocations for 
| the period; transcribed ‘Treasury 
| Salutes” three times weekly fo! 
local sponsorship; “Music for Mil- 
| lions” for local sponsorship thre 
| times weekly; four-minute “Hed- 
ida Hopper Diary” recording fi 
|local sponsorship three time 
| weekly, and a four-minute “Sing 
for Victory” series for local spon- 
sorship. 

| As adopted by Treasury an¢ 
| the War Advertising Council, the 
| official copy policy for the Victor 
| Loan suggests these reasons for 2 
postwar drive; 

1. Care of the wounded and 
rehabilitation of veterans, includ- 
ing mustering out pay, educatio! 
loans and administrative expenses 
of the GI Bill. 

2. Cancellation and _ termina- 
tion of war contracts. 

3. Continued fear of inflation 
Despite reconversion unem))0y- 
ment, the inflationary gap { 


— 
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15 is estimated at $40 billion, 
s an accumulation of $100 bil- 
lion in savings since Pearl Har- 


Expense of bringing men 
home, 

Expense of maintaining 
aries of occupation. 


Treasury Stresses Appeals 


Vhile Treasury concedes that 
not all these points are good ad- 
vertising material, it is stressing a 
selected group of appeals: 

are of the wounded, families 
of the dead, and rehabilitation of 
ve erans. 

ielp bring the men home. 

Self interest. 

if the public continues to exer- 
cise the good judgment exempli- 
fied by wartime bond buying, 
Treasury and the council say, we 
have nothing to fear. 

“Today nearly 90,000,000 
Americans own war bonds. Nearly 
30,000,000 have been buying bonds 
regularly out of earnings. These 
people have learned to save and 
like it. 


An ‘Emergency Fund’ 


“They have accepted bond buy- 
ing as a method of attaining such 
personal goals as owning a home, 
educating children, starting a 
business. They like the idea of 
having an emergency fund for a 
period of postwar uncertainty—a 
period which is now hard upon 
us. 

Treasury and council are also 
suggesting that advertising stress 
that this is the last special bond 
drive. “We believe that we can 
go to the American people, tell 
them why the money is needed, 
why they should buy for their 
own interest, and say to them 
‘or the last time, America—buy 
extra bonds.’ ” 

Indicating his faith in this ap- 
proach, Treasury’s director of 


ivertising Age, September 10, 1945 


press, radio and _ advertising, 
Thomas H, Lane, wrote to adver- 
tisers last week: “‘This is the last 
letter—of its kind—that you will 
receive from us at the Treasury.” 
Asserting that “the proudest 
chapter in the whole history of 
advertising is its record in war- 
time,” Mr. Lane estimated that 
advertisers and media had already 
given $395,000,000 worth of sup- 
port to war finance. 

“We salute you . for your 
record to date...” he said, “and 
for what we are confident will be 
added to that record in the final 
effort.” 


Strong Cobb Name, 


Personnel Changed 


The special products depart- 
ment of the Strong Cobb division 
of Standard Brands, Inc., New 
York, has been changed to the 
agricultural department. 

Ray E. Green has been ap- 
pointed sales manager, Fuller D. 
Baird sales promotion manager 
and Dr. C. A. Smith, with the 
company for the past 19 years, 
technical director. The depart- 
ment will continue to handle the 
same line of products and plans 
to introduce new products useful 
in the agricultural field. 


Named Celanese V.P. 


Edward W. Ward, formerly 
general sales manager of Celanese 
Plastics Corporation, New York, 
wholly-owned subsidiary of Cela- 
nese Corporation of America, New 
York, has been named a vice- 
president. He was_ previously 
sales manager of Celluloid Cor- 
poration, New York, before the 
company merged with Celanese. 


Horton to Emerson 


Philip G. Horton, formerly sales 
manager of E. J. Edmond Com- 
pany, White Plains, N. Y., has 
joined the New York sales staff 
of Emerson Radio & Phonograph 
Corporation, New York. 


“PAPER SET?” 


We say NO... and here’s why: 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 
make a fine halftone, you carefully 
go over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 
set.” So you proceed to either 
specify what types are 


of your organization or the pub- 
lications. In modern day compe- 
tition it also calls for a good type 
face assortment. And it sometimes 
requires a great deal of time and 
patience to get an advertisement 
to have any kind of appearance 
that will satisfy you. True, the 
cost of the space is often small, 
but no space cost is too small not 
to justify the sales message being 
given every opportunity to do 
the required work successfully. 

The additional cost 


to be used in setting 
Your advertisement or 
you take achance that 
someone on the publi- 
tat_on will interpret 
the layout and give 
yo. what is needed. 
Either of these acts re- 
quies, for good adver- 


ls) v,anexceptionally 


FINCHLE 
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is not great and the 
simplicity and ease of 
handling as well as a 
good fine appearance is 
not difficult to obtain. 
Talk it over today with 
a representative of the 
ae Faithorn Corporation 
Ez 


y and let him explain the 


“sure way” to handle 


ski led and technical 
kn vledge on the part 


FINCHLEY is @ regular user 
of Faithorn Complete Service 


your work. Simply tele- 


phone, Whitehall 2300. 


MEMBER OF ADVERTISING TYPOGRAPHERS' ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 


If your business is 


It’s COW NEWS you want! 


Wisconsin Ag is a Wis- 
consin product— published 
at Racine, Wisconsin, 
since 1849. Gives local 
news with a local slant— 
talks the language and 
business of Wisconsin 
dairy farmers. 


THE EASY 
WAY 


* + + + and it’s cow news you get in Wisconsin 
Agriculturist and Farmer. That’s why this out- 
standing agricultural publication is read by 9 out 
of every 10 Wisconsin farm families. It talks 
their business ...as no other publication does. It 
keeps Wisconsin’s rich dairy industry posted on 
the latest in dairying. If your business has cows 
for a market... or farmers with a steady year 
round income ... look to Wisconsin first. Win 


Wisconsin with Wisconsin’s own state farm 


paper... The Wisconsin Agriculturist and Farmer. 


WISCONSIN 
—AGRICULTURIST & FARMER 
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Want To Please A Client? 


Box of 25 5 50 


DEPT. AA , 80 WALL ST., NEW YORK 5, N.Y. 
Telephone WHITEHALL 4-4062 amass 
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Ads, 75°/, in Newspapers, 
Account for Zemo Sales 


Advertising—75% concentrated 
in newspapers—does the whole 
selling job for E. W. Rose Com- 
pany, Cleveland manufacturer of 
Zemo, reports the Bureau of Ad- 
vertising, ANPA, in its latest Ad- 
vertising Facts folder. 

“The company used no sales 
force, no reprints, no booklets, no 
special deals, no quantity dis- 


andmade ALL-HAVANA 
“CIGARS 


~ SPECIAL Introductory 
Offer! 25% Below 


)S¥ fae’ OPA Ceiling Price 
Famous “ OLIVER” Brand 
Corona Shape and Size. Each 


cigar cellophane-wrapped to 
msure freshness 


Send check or money order 


we pay postage. C.0.D. if 
only Reg $10.50 desired plus mailing charges 


FONT & COMPANY, INC. 


Exclusive Importers-Exporters of Famous ‘OLIVER’ Cigars 


counts of any kind,” the folder 
points out, but bases its techniques 
on an advertising schedule of re- 
peated and regular one to three- 
inch single column insertions in 
400 newspapers in 300 cities from 
coast to coast. As a result, the 
bureau reports, sales increased 
7% in 1942 over 1941, jumped 
23% in 1943, 15% in 1944, and 
another 20% in the first five 
months of 1945. Erwin, Wasey & 
Co., New York, handles Zemo ad- 
vertising. 


Joins ‘Miss America 

Peggy Nieto Speed, formerly 
with Dorland International-Pet- 
tingell & Fenton, New York, and 
previously assistant dean of women 
of Lake Forest College, Lake For- 
est, Ill., has been appointed editor 
of Miss America, replacing Bessie 
H. Little, who becomes editor-in- 
chief, 


Four A’s Elects Walker 

Harold C. Walker Advertising 
Agency, Minneapolis, has been 
elected to membership in the 
American Association of Adver- 
tising Agencies. 


a a £ 


Navy ‘Home Town’ 
News Hub Manned 
by Admen, Others 


Chicago, Sept. 4. — The new 
hub of the Navy’s public infor- 
mation program, recently initi- 
ated by Secretary of the Navy 
James Forrestal, has been set up 
here, with the unusually descrip- 
tive name of Fleet Home Town 
News Center for Navy news. 

Staffed by 116 officers and en- 
listed personnel, including 14 
former advertising and_ public 
relations men and women, the 
center currently turns out about 
2,500 prints of photographs and 
10,000 copies of news stories a 
day to tell “the people at home 
what Navy men and women are 
doing afloat and ashore.” Due to 
the influx of stories about the 


i oh. 
i Ay a 
= S , ‘ie 
—— lll 
ee > = 


Advertising Age, September 10, 94; 


Navy’s occupation of Japan, 81 
more personnel have been ordered 
to temporary duty at the center. 


Handles Complete Job 


Each day the staff reads as 
many as 2,000 stories written by 
enlisted correspondents and pub- 
lic relations officers at sea and at 
overseas bases throughout the 
world. The center checks the 
stories and photographs for taste, 
policy and style, then copies and 
dispatches them to newspapers, 
radio stations and other media in 
the home areas of Navy person- 
nel concerned in the news items. 

Besides editorial, pictorial and 
production departments, the cen- 
ter includes a department of 
media which has set up a unique 
index of all newspapers, radio 
stations and other media covering 
all communities in the nation. 

Lt. Charles W. Payne, officer- 
in-charge of the center, formerly 
was newsphoto editor of Associ- 
ated Press in New York and 
Washington. 

Executive officer is Lt. Morton 


CHEMIST: “Located 


a supply of chemicals 


for our laboratory.” 


HOUSEHOLDER: 
“Found a doctor 
in a midnight 
emergency.” 


MACHINE SHOPMAN: 
“Got quick service in 
welding a machine part.” 


SHIP OFFICER: 
“| secured 
marine supplies 
through it.” 


SHOPPER: “The Classified helped 
me in buying a special brand 
of lingerie.” 


Pointers on the 
Use of the Classified 


i oon examples are taken from 16,967 in a survey of how 


people use the Classified Telephone Directory. 


They illlustrate a national habit —of looking it up in the Classified 


—when people want to buy, when they want service, when they 


need help in a hurry. 


This habit was developed long before the war. It’s here 


now and will continue when the return of peace brings 


new stocks and renewed competition. 


Frank, whose civilian recor. jp. 
cludes experience as rotogr yr. 
manager, advertising sale na 
and copywriter for the Pitts! rgh 
Press, advertising manage 
the Daily News-Herald, Brac ck. 
Pa., and editor of the Brac ioc, 
Free Press. 

Lt. Oscar E. Robinson, pri dye. 
tion officer, once a news re} jrte, 
for the St. Louis Post-Dis; xtc), 
was formerly advertising di’ cto, 
of Liberty National Life 1 sy. 
ance Company and visual ec ia. 
tion director with the T. W. } arr, 
Corporation, St. Louis publi: re. 
lations firm. 

Handling other tasks at the 
center are Lt. (j.g.) Emily Far. 
num, formerly a copywrite: fo, 
Richfield Advertising Agency 
Minneapolis, and secretary to the 
advertising manager, Minnesot: 
Valley Canning Company, LeSeur 
Minn.; Joseph Bianchi, former), 
advertising copywriter and spac, 
salesman for the Chicago Herald- 
Examiner; William B. Condon 
formerly radio time buyer fo; 
Wade Advertising Agency, Chi- 
cago; Mary E. Kingsbury, former! 
copywriter for Blackett adver. 
tising agency, Chicago, and fea- 
ture writer with Glamour, Ney 
York; Natalie A. Simon, former|; 
with Morris-Davidson Advertis- 
ing Agency and _ International 
Events news service, Chicago. 


Others Are Radio Men 


The staff includes Leonard 
Traube, now on leave from hi; 
job as editor of Billboard: Lt 
(j.g.) William Moloney, former|; 
staff man for John M. Shahee: 
Associates, Chicago public rela- 
tions firm; Catherine Feder Kned- 
ler, formerly in the publicity and 
booking departments of Republi 
Pictures, New York; Samuel K 
Neal, owner-publisher of the 
Courier, Carthage, Tenn.; Harold 
V. Nelson, manager-editor, Leader, 
Roseau, Minn., and publisher-edi- 
tor, Record, Middle River, Minn.: 
William J. Pollard, actor, writer 
and producer for radio shows in 
Chicago; Hubert M. Batey, for- 
merly news editor, Station WSB 
Atlanta, and Station WGPC, Al- 
bany, Ga.; Russell G. Perry, pro- 
gram director and_ productio: 
manager, WTOL, Toledo. 


Curtiss-Wright Promotes 


Richard S. Huested, manager « 
Curtiss-Wright Corporation’s of- 
fice in Washington since June 
1944, has been appointed admin- 
istrative assistant to William D 
Kennedy, vice-president and gen- 
eral manager of the company 


McGraw-Hill Plans Annex 


McGraw-Hill Building Corpo- 
ration, New York, will build 4 
14-story annex to its 42nd St 
building. The building will have 
a total floor area of about 145,00! 
square feet and will cost $1,(50,- 
000. 


500,000 


STOCK PHOTOS 


WRITE FoR INFORMATIO 


KAUFMANN & FABRY 


425 S. WABASH AVE 
me CHICAGO 
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Pathfinder 


GUARANTEES A 
MILLION CIRCULATION 


a OF ADVANCEMENT are guaranteed; 600,000 circulation by January 1, 1946; 
700,000 on March 1; 800,000 on May 1; 900,000 on September 1; 1,000,000 
by December 1. 

Quality of circulation is no less certain than the figures. Test after test has 
demonstrated the character of readers which PATHFINDER has and will obtain 
in swiftly increasing numbers. 

Editorially and mechanically, PATHFINDER is also moving fast. Enlarged in 
number of pages, brilliantly written, profusely illustrated with timely photo- 
graphs, this weekly news magazine well deserves the enthusiastic acceptance it 
is receiving. 

Advertisers are recognizing the increasing need for circulation in the 


PATHFINDER market—the smaller cities and towns where nearly 50 percent 


Pathfinder 


GRAHAM PATTERSON, Publisher PHILADELPHIA 5 


of the nation’s goods are sold. 


ADVERTISING OFFICES 
Philadelphia, 230 West Washington Square + + New York, 420 Lexington Avenue 
Chicago, 180 North Michigan Avenue . . . Detroit, General Motors Building 
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Will it be ’““War or Peace on the Labor Front”? 
An Appeal to You, the Public, for Cool Heads 
And Fair Play to Avoid Industrial Strife ... by 


LEWIS B. SCHWELLENBACH 
Our New Secretary of Labor 


begin ... the struggle between capital and labor.” 
These words, storm signals shot through with 
lightnings of bitterness and hatred, antici- 
pate basic post-war conditions that point to 


THE CROWELL-COLLIER PUBLISHING COMPANY 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 


increasing trouble between employers and em- 
ployees. Judge Schwellenbach approaches the 
differences between management and labor as 
an impartial jurist, and as a former attorney 
for both sides. Warning of dangerous days 
ahead, he writes in this great “first” article, 
in the October issue of The American Magazine, 
“The only things that I bring to office are a 
willingness to find the facts and to dispense 
justice for free men. The rest is up to you.” 


““WHEN IMPORTANT FPEOPLE HAVE 
SOMETHING IMPORTANT TO SAY...” 


For years The American Magazine has con- 
tended that “When important people have 
something important to say, they like to say 
it in The American Magazine.” This state- 
ment is strongly supported by articles in our 
September and October issues. In Septem- 
ber, we published Where Is Our Food?, a 
notable “first” article by recently appointed 
Secretary of Agriculture, Clinton P. Ander- 
son. In this, the October issue, we feature 
War Or Peace on the Labor Front and Radio 
Must Grow Up, by Lewis B. Schwellenbach, 
Secretary of Labor, and Paul A. Porter, 
Chairman of the Federal Communications 
Commission, respectively. 

These issues of The American Magazine 
are further proof-in-print that “When impor- 
tant people have something important to say, 
they like to say it in The American Magazine.” 


Share your American Magazine, then save it 


for the Government's waste paper drive. 


PARK AVE., NEW YORK 17, N. 
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The Pepsodent toothpaste advertisement 
ep: oduced here from the current issue of 
Look seems to us to be interesting in sev- 
eral ways. 

In the first place it is completely un- 
inhibited by any other dentifrice adver- 
tising. It contains no inventions whatever 
_either of a new danger to be avoided, 
or of new magic with which to combat an 
Jd one. It makes no phoney claims. 

Its story is told in only 22 words. 

Nevertheless its .promise is perfectly 
clear. It is not only understandable, it is 
also believable. 

It is in full color—an innovation in 
toothpaste advertising in magazines. 

But more remarkable than any of these 
things, we think, is the fact that here 
toothpaste moves out of the gloomy busi- 
ness of gum-line cavities and pin-point 
cracks and bad breath and moves in one 
swift flight into the glamorous world of 
cosmetics. 

The fresh layout and sophisticated illus- 
tration make this all appear both natural 
and right. 

Some of the same kind of adventuring 
night make a number of other highly 


ow Ought toKnow . 


The most popular legend in America 
is the Horatio Alger “rags-to-riches” 
sory, the tale of the poor but honest 
lad, who, through diligence and perse- 
erance, rises slowly to the top. But 
there are other ways 
) get there, as George 
Gallowhur, president 
f Gallowhur Chem- 
ical Corporation, can 
prove, 
You can, for ex- 
mple, be a close 
friend of British no- 
ility, a telephone 
linesman, a yachtsman 
‘a skiier. Or you 
an be all of them to- 
gether like George 
mallowhur. It was out of his passion 
’ skiing that he dreamed up the idea 
lor a suntan lotion called Skol. 
Back in the ’20s George had set off for 
tne Tyrol to learn to ski. He learned all 
ight, but incurred a very painful sun- 
urn in the process. He learned, too, 
that tannie acid provided an excellent 
ilter’ of the burning rays, but that the 
instable acid turned to gallic acid and 
tained clothing. 
He went to Copenhagen and studied 
‘ the Finsen institute for several years, 
eclalizing in light filters. Eventually, 
th two other chemists, he devised the 
rmula now used for Skol. 
Out of Skol came Skat, an insect re- 
llent; Skog, to keep bathroom mirrors 
rom fogging up; the Puratized process, 
prevents mildew; the Sun-Still, 
converts sea water into fresh 
iter; special compounds of DDT, non- 
‘oxic to human beings, which will 
be available for consumer use, 
‘. new type of air-inflated furniture. 
Ou of all this comes $1,000,000 a year 
“pe on advertising through J. M. 
tos, Ine., New York, which recently 
d the Skol and Skat part of the 
t after handling the industrial 
1 for two years. 
G rge Gallowhur was born in 1905 
t New York suburb of Bronxville. 
Oo many other sons of wealth, he 
ed Hotchkiss and Princeton with 
Ss of 1928. But there the similar- 
is, because in 1926 he tired of col- 
nd went to the middle west to 
for the Associated Telephone & 
iph Company as a linesman. 
day, just when he was about to 
is turn on a pole during a heavy 
one of his two companions arbi- 
picked a fight with him. Since 


George Gallowhur 


competitive advertising campaigns more 
interesting—and more productive. 


e « George Gallowhur 


the three of them had always been very 
friendly, George was slightly amazed. 
But his amazement turned into complete 
disillusionment when the other man 
joined in and knocked him out. When 
he came to, the two were very solicitous 
and not the least big angry. They simply 
didn’t want the kid working around the 
high-tension wires during a_ thunder- 
storm. 

He was switched around the company, 
finally ending up in the office. This 
aspect of business he found intolerable 
and in 1929 he sailed for Europe to learn 
to ski. 

He went to the Austrian Tyrol and 
spent the next eight months learning 
how to ski and to speak German. He 
translated Hannes Schneider’s “The 
Wonders of Ski-ing” for Scribner’s and 
also worked as a roving photographer 
for Town & Country. 

It was at this time that he conceived 
the idea of Skol. When he returned to 
America with the formula he asked his 
family for help in getting the project 
started. The family would certainly 
seem to have been the logical place to 
ask for money since his grandfather, Lu- 
cient C. Warner, was owner of the West- 
vaco Chlorine Products Corporation and 
his father was a principal stockholder in 
United Chemicals. 

His father sniffed at the idea of setting 
George up in a “cosmetic” business (he 
has since apparently changed his mina, 
for he is now one of the officers of the 
company), and his’ grandmother in- 
formed him that her husband had made 
money in a variety of ways but never 
in lending it to relatives. He couldn’t 
even borrow on his own holdings in the 
family enterprises because they were un- 
listed. He finally scraped together sev- 
eral thousand dollars and went off to 
Sweden to set up shop, in 1930. 

Four years later Skol was being manu- 
factured in factories in Norway, Den- 
mark, Belgium, France, Austria and eight 
other countries. In 1936, with the help 
of English friends, he organized British 
United Chemicals and Gallowhur Chem- 
icals Ltd., capitalized at $100,000. 

The American company was organized 
in 1938 and before the war, Skol was be- 
ing made in 22 countries. The success 
of the American firm absorbed the loss 
incurred during the war when Hitler took 
over most of the European companies 
and British restrictions prevented the 
manufacture of the product there. 

The manufacture and sale of Skat were 
licensed soon after Pearl Harbor from 


Standard Oil of New Jersey and United 
States Industrial Chemicals, Inc., which 
had developed two slightly different 
types of insect repellent from that now 
sold. Throughout the war, the company 
shipped two freight carloads daily of 
two-ounce bottles of Skat, practically all 
of which went to the armed forces. 

Last year Gallowhur Chemical Cor- 
poration had 1,600 employes, grossed ap- 
proximately $12,000,000. Now that the 
consumer market in this country can be 
taken care of, George expects the sales 
to rise considerably. Although 75% of 
Skol sales were foreign before the war, 
Gallowhur expects American sales to 
equal foreign henceforth. 

But Skol and Skat sales together com- 
prise only 30% of the total volume. Most 
important new product is the Puratized 
process, a soluble powder that can be 
applied in six forms to almost any ma- 
terial and protect it against mold, mil- 
dew, fungus growth and germs. Mixed 
with paint, for example, it will prevent 
ship hulls from fouling. It will sterilize 
a toothbrush for life, or keep slime from 
forming on the sides of swimming pools. 

Today there are factories at Jefferson, 
Mass., where the company owns the en- 
tire village; the Skol and Skat plant at 
Windsor, Vt., and the Fire Island, N. Y., 
laboratories. 

The basis for this success, says Gal- 
lowhur, is advertising. But not all the 
promotion schemes have been without 
mishap. In England, for example, pretty 
girls used to walk up and down the 
beaches giving away samples of Skol. 
One of the girls distributed some to a 
couple of men who had been drinking, 
and at the sight of the trade name, they 
yelled “Skol,” turned the bottles up and 
drank the lotion. George claims, how- 
ever, that it is no more harmful than 
straight gin, but the girl had some 
mighty uncomfortable moments till she 
learned this fact. 

His manner of living reads almost like 
a novel. Tall, blonde, blue-eyed, look- 
ing 30 instead of 40, he is the phototype 
of magazine heroes. 

His residence in Reading, Vt., near the 


factory, is a 2,000-acre farm which is 
completely self-sufficient except for cof- 
fee and tea. Even sugar is refined from 
the maple syrup. Here George can in- 
dulge in his favorite pastime of skiing. 
There is also a ski lodge in Austria, but 
of that George knows only that the Nazis 
took it over. 

He also loves to sail, and in 1925 
crossed the Atlantic in a 56-foot sloop. 
He still sails and has a sailing yacht. He 
rides around in an English Bentley, 
which is supposed to go 110 miles an 
hour, but he hasn’t been able to prove 
that. He flies to and from the factory 
in Vermont and laments the fact that he 
can no longer get to a ship 30 minutes 
before sailing time, hop aboard without 
a reservation, and be off to some other 
part of the world. 

Last year he married a distant cousin, 
Nackey Scripps, of the Scripps-Howard 
family. He chartered a plane from Bur- 
bank, Cal., to Les Vegas. The pilot in- 
formed him that the weather gave him 
only 40 minutes in which to get mar- 
ried. Coming back, they had engine 
trouble and landed in the middle of the 
Mojave Desert. <A gold prospector for- 
tunately appeared upon the scene, gave 
them a lift, and eventually the bride and 
groom wound up in Palm Springs at 
daybreak. 

He hates routine and living in suburbs 
and speaks disparagingly of the few 
months he spent in a bank. But his 
business acumen speaks for itself. Labor 
trouble is non-existent at the Gallowhur 
Corporation, where every employe has 
free hospitalization and life insurance 
and participates in a profit-sharing plan. 

A recent example of his employe re- 
lations program is the advertisement 
titled “A Letter to a Fighting Man,” in 
which the company pledged itself to em- 
ploy 25% more people after the war, all 
from the armed services. 

In the works now are “lots of new 
products you'll be hearing about.” Be- 
cause, George says, “always have a plus 
over competition. There are enough 
unique things around not to have to go 
into purely competitive fields.”’ 
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Don’t overlook 
The American Girl... 


she’s tomorrow’s 
American woman! 


Mother's little helper has 
definite ideas of her own... 
including new ones she 
learns from this woman's 
magazine published 

just for girls It’s here that 
advertisers get an early start 
on tomorrow's sales — by 
building preference-for their 
products among today’s 
teen-age leaders. 


800,000* readers say —"'Grow along with us!"’...$810 per page... 225,000 ABC 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44th St., N.Y. 17 © 


Post Office Seen 


More Rate Hikes 


matter of time, 


feel, before an attempt will be} one boosting catalog rates and the 
made in Congress to increase sec- | other increasing other parcel post 
ond and third-class mail rates.| rates, with most increases cover- 
The only difference of opinion ex-|ing mailings of 300 miles and 
pressed relates to the degree of|less (and therefore most such 
such an effort when it does de-| mailings). A third bill, to be 
velop. taken up by the House post office 


fourth-class mail, are pending in 
Congress at 
postal rates. 


fulfill most of the Post Office De- 


Advertising Age, September | 


in fourth-class rates. 


partment’s wishes for 
Although the department 


has 


- /not yet submitted proposals on 
| kel {0 De d |other classes of mail, statements 
| y man |'made during debate before the 


the three bills already introduced 
leave no doubt that an early move 
will be made to get third-class 
rates increased and that a later 


revisions | 


House post office committee about | 


Second, Third-Class 
Revisions to Be 
Sought in Congress 


attempt will be made to boost 
second-class rates. 
Would Revise Catalog Rates 
The House already has sent 
to the Senate two bills that would 
increase the department’s take— 


Chicago, Sept. 5.—It is only a 
publishers here 


Only three bills, all relating to| committee, probably in October, 
would make similar upward re-| 


visions of rates on books. The 


present concerning 


If these are enacted, 
improbable, they will 


only other Post Office measure re- 
lating to fourth-class that might | 
be introduced would affect library | 


is not 


books, in a similar fashi: 
this involves a very small 
Claims Heavy Loss 

Third-class mail, to be 
up next, would be the sult 
more important considerat 
Post Office claims to lose 
twice as much money h 
this class than handling all 
class mail. 

Then, if Post Office is s 
ful in this regard, it will 
ably attempt a really ma 
eration—to erase at least 
the second-class annual de! 
an initial 50% increase it 
and possibly similar incre: 
apply each year for two o 


years. At that rate, it would 


possibly five or six years 
just revenues to costs of h: 
the 26,000 or so 
claiming second-class ma 
privileges. Cest studies by ( 
A. Heiss, special consultant 
Post Office Department, i: 
that only $1 is collected fo 


publi 


) ade 
dling 
ations 
ling 
Narles 
to 

licate 


eve 


$5 spent to handle these publics. 


tions. 
Previous action 


taken by, 


Post 


MEMBER OF THE YOUTH GROUP 
* Based on readership survey tabulated by I. B. M. | 


From June to October a Western picnic is almost never 
“rained out.”” And Western golfers must find some other 
excuse than wet greens for high scores, because summer 
rains seem to be strictly reserved for “unusual’’ years 
when Big Conventions are held. This means, of course, 
that Westerners must depend on man-harnessed water 
to make their gardens grow. 


To know how and where and when to water, a quarter- 
million Westerners look to The Magazine of Western 
Living. Because Sunset’s gardening information is local- 
ized to temperature and rainfall conditions in the north, 
central and southern areas of the Pacific Coast. 


Sunset knows 
the Pacific Coast 


Sunset 


MAGAZINE OF WESTERN LIVING 


San Francisco 


THE 


COURTESY OCCRE & Co. 


F ROELIGH'S steam tractor was 
built in 1892. At that time it rep- 
resented a great advancement. 
But, helpful as this steam power 
plant was, farming remained a 


tough way of making a living. 


Farming still is not a lazy man's 


occupation. But because of mod- 


ern mass produced agricul- neering & Management has 


tural machinery, today's consistently devoted itself to 


farmer has the leisure to en- the promulgation and ad- 


joy his mass produced radio vancement of the ideas of 


and his conveyor line built mass production. The small 


car. Mass production has 


day to day advances in man- 
brought machinery within the 


To- 


ufacturing technique, as well 


reach of most farmers. : 
} as the great, breath-taking 
day, the American farmer is 


trides, i 
Pp eye 7 eee | strides, are reported in an 


interesting, useful manner. 


Since its inception, 12 years Production executives con- 


ago, PRODUCTION Engi- sider it their own magazine 


<a 


THE BRAMSON PUBLISHING CO. ; 
2842 W. GRAND BLVD. + DETROIT 2, MICHIGAN 


‘ag 


$$. 


Via 1s How You 


because it covers their prob- 


lems from their point of view. 


Ask your nearest Bramson 


representative about the men 


who read PRODUCTION 


Engineering & Managem 
and what their interest i 


can do for you. 
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_ the House committee and 
full House definitely places 
groups in the camp of Mr. 
who retired several years 
is comptroller of American 
hone & Telegraph Company 
whose studies of Post Office 
costs are the source of data be- 
pinc the move for revisions. 
Circulation managers, publish- 
brs, advertising managers and 
thers interested in second and 
class mail rates, who have 
ed recent debates on fourth 
know that Mr. Heiss’ cost 
inting has been based on the 
that each of the four 


thi 
foll 
class, 
acco 
Cases | tneo!s 
clas 
dertaking and each class and spe- 
ial postal service should be self- 
sustaining. He does not believe 
that the department “should have 
he rates on one class of mail 
arry another class or be running 
9 the Treasury to get money to 


of fi “Mmake up losses.” He shows that 

i sad nly first-class mail, including 

publi jomestic airmail, has been handled 
“Hit a profit. 

by Pos Council Leads Opposition 


Chief opposition to his views 
o far has come from officers of 
he National Council on Business 
fail, Ine., Chicago, who have 
acted also for the Direct Mail Ad- 
rtising Association, National 
Paper Trade Association, National 
Industrial Advertisers Association 
und other groups. 

They recently urged Postmas- 
er General Hannagan, at an in- 
rmal get-together here, not 


interfere 
Hanna- 


at revisions would 
ith reconversion. Mr. 


nitments of any kind. 

Before the House committee, 
he council’s chief objection to in- 
reases in rates has been and will 
~ntinue to be that postal rates 
hould be based on the policy of 
perating the postal service as a 
vrhole and that, when rate re- 
isions are considered to meet ex- 
enditures, the total service should 
e considered as a unit. They 
rgue, of course, that mail used 
) promote the sale of merchan- 
lise and services should be en- 
uraged with special low rates. 
They have pointed out that, 
vhile large companies can afford 
0 advertise in national magazines, 
lewspapers and radio, the vast 
hajority of companies are small. 
@mall business firms, they add, 
annot afford space advertising 


ind must lean heavily on third 


ind fourth-class mail. They em- 
hasize that low postal rates 
timulate business, strengthen 


» economic structure and are 


- prob: ferefore beneficial to the public. 
he postmaster general, they as- 
£ view. ert, is more obliged to provide 
b beneficial public service than 
ramson 0 make the postal service self- 
upporting. 
he men By its actions, the House has 
hown little sympathy for this 
STION Pe of reasoning. Greatest hope 
ov users of third and fourth- 
yement ‘ass mail now seems to be that 
he Senate will agree to their 
st in it 


PONSORS 
PEAK 


seek further revisions in postal | 
tes for a while, on the ground | 


an did not reveal his attitude | 
1 this point and made no com-| 


ertising Age, September 10, 1945 


pleas that all classes of mail be 
_ acted on at the same time. 

| Mr. Heiss stated last spring that 
when it was proposed in Congress 
in 1943 to increase rates on third- 
| class mail 100%, so much opposi- 
‘tion developed that the sugges- 
tion was quickly abandoned. He 
‘has termed the second-class rate 
| structure as indefensible, but ad- 
| mits it would be impossible to try 
| to adjust these rates to meet costs 
lin less than five or six years’ 


| . 
| time. 


WFIL Ups Scheuer 


John D. Scheuer Jr., on the pro- 
gram staff of WFIL, Philadelphia, 
for the past four years, has been 
appointed production manager. 
He was previously account execu- 
tive with Adrian Bauer Agency, 
Philadelphia. 


Join Conlon Corporation 


Roy E. Andree, assistant to the 
president of the Meadows Mfg. 
Company, subsidiary of Electric 
Household Utilities Corporation, 


49 
has joined Conlon Corporation, | Micarta, a laminated plastic sheet 
Chicago, maker of washers and/| made by Westinghouse. The com- 


ironers, as director of sales. A. T.| pany also assumes responsibility 

. | = 
Blakemore, former Electric House- | for product sales, advertising, pro- 
hold sales supervisor, has been} motion and service. 


made executive assistant of Con- 


lon. 
Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
. » « Ist in California (rated 2nd in Retail Sales, 
Ist in Auto Registry) 
- Ist in Los Angeles County (rated 8rd in 


— ‘ 

To Distribute Micarta 

| Westinghouse Electric Corpora- 
tion, Pittsburgh, and United States 
| Plywood Corporation, New York, | 


ae Market Area, Ist in Automotive 
, a | Market) 
} have concluded an agi eement . » Ist to Service Stations, Car Dealers, Auto 
whereby the latter becomes ex- Repair Services in 11 Western States 

Main Office—ii2 W. 9th St., 


Los Angeles (5 


iclusive distributor for Decorative | San Francisco (5), 681 Market 


| 
| 
| 


ses of mail is a separate un- | 
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1944 gross farm income 


You can't afford to leave a ‘Two Billion 
Dollar Hole” in your Farm Magazine Schedule. 


| a eee 


ec “ BRAND a _ P 
PRODUCTS 
- TRADE MARKS REG. 


have Ceen advewtized tn 
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U.S. PAT OFF 
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MASONITE. 
RESDWOODS 


POULTRY TRIBUNE 


from Poultry and 


Eggs was $2,689,000,000. (Source U.S.D.A.) 


Most manufacturers of Building Materials 


are keenly aware of the lively building 


tempo on Poultry farms. The pounding 


of hammers and the cackling of hens is 


a regular and profitable duet. Every 


day, America's laying hens produce six 


me ys 
‘ 


Pree 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 


AUDIT BUREAU OF CIRCULATIONS 


WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives —New York: Billingslea and Ficke—Chicago: Peck and Billingslea 


million dollars cash income. If you can 


talk good housing... good ventilation... 
good insulation...or anything else that's 
good for the Poultry Industry, put Poultry 
Tribune at the top of your Farm 


Magazine list. 


TRIBUNE 
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50 
Ad Club Rents Space 


The Women’s Advertising Club | 
Louis has rented and fur- 


of St. 


FOR POSTWAR PLANNING § 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. 
organizations are .building postwar | 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 


agencies use this service. 


BACON’S CLIPPING BUREAU 
BUSINESS FARM 
PAPERS 


GENERAL 
PAPERS MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


Many | 


nut ‘St. St. Louis. At the same| NIIC Reveals 

time, the club has announced it 

will’ publish “Ad-mission,” its) Details of ‘44 
Promotion Effort 


four-page publication, on a bi- 
New York, Sept. 


| weekly basis. It has heretofore | 
| Names Gartield & Guild ‘on the wide use of mailing pieces, 


| appeared irregularly. 
Peerless Textile Products, San | motion picture shorts, 
and Los Angeles, has | cordings, 


| Francisco press releases, etc., by 


4.—A report | 


radio re-| 


|placed its account with Garfield |the National Industrial Informa- | 
| & Guild, San Francisco. The com-|tion Committee of the National | 


|pany’s products henceforth will) Association of Manufacturers last 
2 ea B ewig the trade name | year, has been made to NAM 
ne. aera |members in the booklet, “Inter- 
|preting Free Enterprise to Grass- 
Leaves 20th Century-Fox | joots America.” 
| Hal Horne has resigned as di-| 
rector of advertising, publicity | 
and exploitation of 20th Century- 


~~ : : i The 16-page summary shows 
| Fox Film Corporation, New York. that 675,000 booklets and other 


|He will remain as a special con- pa ’ re 
mailing pieces were distributed in 
|1944 to “influential groups, 


Summarizes Coverage 


For New Orleans’ featured 


For educational programs 


| sultant to the organization. 

schools, libraries and to the gen- 
eral public,’ and 592,000 other 
pieces were 
business leaders to their employes 
and stockholders.” 


|the NIIC booklet, 


““wholesaled through | school teachers for classroom use. 


In addition, 2,730,000 copies of |shown 6,866 times to audiences | 
“You and In-|totaling 1,561,865, 


ae 


Z ae 
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PUBLIC SERVICE—This Philadelphia Inquirer bulletin, designed by Ben amin 
Eshleman Co., is composed of 20 sections, each 80 ft. long and 16 ft. high, 
Distinguished service and meritorious achievement medals are grouped the 
center, with wings at either side mounting service and combat ribbons, with 
complete description of each ribbon under the model it represent 


ee) 
mittee’s first film short, “Three + 
Be Served,” introduced about , 
year ago, has been shown to 307. 
588 people in 72 major motion 
picture theaters. 


Attend Regional Meetings 


Regional NIIC meetings of em. 
ployers for interchange of infor. 
|mation about personnel problem; 


dustry,” about the part played by | 
'free enterprise in America’s de-| 
| velopment, have been distributed | 
lin the past four years to high 


During °44, the summary shows, 
nine NIIC “film subjects” were 


and the com- 
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entertainers... 


sponsored by a great university... 


Folks turn first to - 


NEW ORLEANS | 


DEPARTMENT OF LOYOLA eenvanerty 


THE GREATEST 


HESE PEOPLE are friendly, neigh- 


borly American 


work, love, 
tion of the spiritual, 
portant part. 

They find 


news and 


TER UNIT. 
fluences their 
ery day. 
Many family 
these pages. 


SELLING POWER ” 


women’s study 


IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 


ADVERTISING 


REACH A REGULAR FAMILY LIKE THIS 


in this big, responsive 


families. 
women of balanced personalities in which 
recreation, and an apprecia- 
each plays an im- 


spiration and entertainment, in the pages 
of OUR SUNDAY VISITOR—REGIS- 
What they 


lives—on Sunday 


discussions center 
Their influence extends in- 
clubs, 


OUR SUNDAY VISITOR - REGISTER UNIT 


REPRESENTATIVE Cc. D. BERTOLET & co., INC. room 603, 110 EAST 42ed sr” Sew voi 17 


And Over One Million More 


CATHOLIC MARKET! 


societies, young people’s groups, school 
Over 9,000 parish pastors urge 
the purchase of these papers and en- 


courage their reading. 


Men and classes. 


Advertisements on these pages are 
believed—talked about and 
Pocketbooks open quickly for 


who reaches these ONE 


; ; ; seen, read, 
instruction, in- 
acted on. 


the advertiser 


; MILLION FAMILIES through these 
read there in- 
pages. 
and ev- 
Send for information about these 


about larger-than-average home-loving families 
and the response they are giving ad- 
vertisers. 


men’s church 


r 


—E_ 


He’s 


-ora 


hboredon 
ibly fin 
radio. t 
5 differ: 
Midwest 
VARIE1 
AHOW Ss V 
‘ants to 
musical 


live 


7 


yy! 
INNE ot 


F : ye, ‘ = ys _e || 
: 5 , , * , SM fe de Re wu? 4 =: : : : , 2 3 : == me as 7. es < k 3 ‘ 
ee | # i 4 t ? o <— ' oN P t hilayne x — 
| 
7 
a it ; 
a | 
| | 
) | ili eS —— 5 | 
: | 
| po 
t 
i ea) Cr Ce aS sa I 
| | 
| 
| | 
| | : i 
| 
fs 
———— 
‘SS : a ’ fi 
f "ad F . ; - Bs ie 3 FS A SE a a a ee ee Pe ae ae 
ae — on Ate 
e he ? . ie “ aj Z “4 
oy \ ae : | (aa | 
29 cap : a “ + E . i oN pe ‘ “a { u " rs | , , ; — 
a ° ‘ S ae a. ee: bes et ‘ , “SS ‘ oe 4 § a pd —_— , —_ . 
a eS \ ee de a angel, 5 en Pe rs 
e mee © bs gl Ue) 4 — < a ee TT essa rie' ane — = . ‘ ce 3 me 7 ord 
ee Bee, ae rT co § tigate 28 open a ah 
. Bee a eg - u g Vaek : ; on a tyes ge aa d } oa ~ i pent 
Otis e ae es Si Sa r ee eee: oe 5 : — of 4 ; 3 a * 4 a8 ; 3 uP fos a % i : pee 4a bid 
‘ PS hee. | as ae — Se pe Ky ees A ae 
Poe aiid : 4 * EE er + * Ss te 
| aS ie mee es eae OS 
Se i ph eee Pe : Be ~ ee he 8 SS 
ee My 
pe, " q ia - } y kif Z . —— a oy sy 
? Fe yr” > Aare f io s a oa : ie ee - a ' 
ae We, ON NOE Se “es ib, i a ae . ag 
eaae ip ogee ne." & , 2 aah’. 4 RO 
we oe “tss~ * ¢ ee Pee ml  % E SS oe aA - > oe 
Senet a, 7 hw . . fo ‘sik Bea ‘ : 
i | Sar : - Pay the . oe nf : ‘bo oo E>} | e " oe rs iz ” 
P ant te 9 nd i~“e -Se P- w, ~ 4 .—— ¢ ae | s 3s 
res Ky aN } "| ie a! Am = be ~ aa ; ~ : ‘ _ ee ) fi 2; a 
- wet 'g ite be a i Me eae , Boe eet as m5 ae fi - vis a 
Se Simao | % = —l(‘Y Y Ae / 
ie ee AS id a ~~ Y = i! ot. oe ol St Ser ~ : } as ee os a 
“ : FS. a : hh eee " | ‘a el a “¥ . ae ee 2 : Se 
ANS ~via oS oe (Rae r ———___o rs Oy a oe . f ; MAY pe “4 
Pe mn a ooo | — ae. . s N 
= ft M, 4 nt ae . a. 4 Ss ss | a ee ae me SS it. : pie oe 
J oa? a bed a i y g eg he = 3 Pws <a oueelen s i ae : “™ a 
| ‘A = r 4 } ~ ‘ . > ‘ # | 
3 _ on me Ss a 
- Wan eS , - ~ ae > 2 7 oe X 
; & ee cen Sat by 2 
ee Pe we 
i 4 = 
. AN 
«ee for de 
eC ; 
ee el y \ 
| r 4 
eee (itetstsi‘C(s:SC:*téirm 
—————— 


1945 advertising Age, September 10, 1945 


we attended by more than 1,900 CHUM to Begin Operation 
ext tives. | NIIC's “Soldiers of CHUM, new Toronto station 
pro uction” employe rallies, call- | o5wneq by York Broadcasters Ltd., 
ing or addresses by company ex- | will begin operation in October 
ecu: ves and NIIC staff speakers,|or early November. The station 
reac ied a visible audience of|operates on 1,000 watts with a 
: near ty 500,000 and a radio audi-| wave length of 1050. 
Seas. MBence of more than 3,000,000 in °44. yas semen: 44 
Svs, [gin eddition, a recorded program,| Whitney Joins CofC 
Frou Be Bt nessmen Look - the Fu-| kd Whitney, publicity director 
tr ture.’ was broadcast over 302 sta-| fo, the past three years of St. 
tions to a combined audience of| Johns River Shipbuilding Com- 
sbi 5,000,000. pany, Jacksonville, Fla., has been 
s | The committee’s industrial) appointed manager of the Lake- 
service, the report indicates, | land, Fla., Chamber of Commerce, | 


To American Airlines 


Francis D. Miller, recently with 
the Navy, and formerly director 
of sales selection and training of 
Dictaphone Corporation, New 
York, has been appointed director 
of sales training for American 
Airlines, New York. 


New Title for Coe 


¥ John A. Coe Jr., vice-president 
in charge of sales, has been elected 
executive vice-president of Amer- 
| ican Brass Company, Waterbury, 
Conn. 


51 | ¥ 


Scovill Promotes Goss Garson Leaves Armour 


Chauncy P. Goss III, assistant} O. Andreas Garson, art direc- 
vice-president and sales manager | tor of Armour & Co., Chicago, has 
of the mills division, Scovill Mfg.| resigned. His future plans have 
Company, Waterbury, Conn., has| not yet been announced. 
been named vice-president in| 


charge of sales. a, 

Brophy to GM Division SIMPSON-RBILLY, LTD. 
Henry L. Brophy, formerly as- Publishers Representatives 

sistant city editor of the Ameri-| 

can, Waterbury, Conn., has joined | eccisas ®) a728 

the New Departure division of|] gay FRANCISCO LOS ANGELES 


General Motors, Bristol, Conn., as \_ Russ BLDG. GARFIELD BLDG. 
public relations director. 


amin supplied cartoons and other fea- 


high, Mure material used in ’44 by more | 
bey than 4,000 daily and weekly ciel 
A ypers having a total circulation | 
_ of about 25,000,000. 
ey J. Howard Pew, president, Sun | 
ae: Qi] Company, Philadelphia, and 
‘ ee hairman of the NIIC, revealed | 
,.. Mathat the committee’s activities are | 
_ rently being reappraised by|§ 
the NAM public relations policy |§ 
ings ymmittee, which unit “is de- 
of emg veloping additional activities de- 
f infor. igned to make our program .. . 
sroblemdam more comprehensive.” 
LT 


He’s no dummy... 


— 


HENEVER 


ROCKMORTON'S 
C aros ARE 


a EGLECTED 


.. or any time ennui (meaning 
boredom) sets in, you'll prob- 
ibly find Throckmorton at his 
radio. tuned to WTCN where 
) different programs daily bring 
Midwest listeners guaranteed 
VARIETY! And Throckmorton 


knows where to dial when he 


ants to hear what’s new oe - 
ve wTCNE a is a ‘‘must’’ to Middle West listeners. No radio audience is more loyal than Ss 

N! ; ' 

F T! the discerning symphony enthusiasts who regularly listen to the mid-weekly 

f Mi t - , : ‘ ih 

10% Sere pepe Philharmonic on WGN. A full hour of musical literature of the classics, if 

* ably directed, properly presented, skillfully played. Another blue chip in y 
ze 9 miles of WTCN's trans- ven 
n- mitter. They buy fine radio programming ..... broadcast exclusively by WGN, the leader te 
of the retail mer- in local and national spot business among Chicago’s major stations. bi 

- ) 7 AI chandise sold in the fe 
“a . state! pak 
vi tee ie 
4 \) = \ CHICAGO 11 8. BB 1 


INNES °OLIS « ST. PAUL, ah ae 


J UNS |e 
© TAMERICAN © 
bo. deasting Company fl 


\ Free & Peters 


® National 
> Representatives 


QUIET, PLEASE 


..... it’s Tuesday at 8:30 p.m.....and the Chicago Philharmonic Hour 


A Clear Channel Station 


if 
o ILLINOIS s A 


50,000 Watts 


720 Kilocycles AC, 


MUTUAL BROADCASTING SYSTEM 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. ¥ 
West Coast: Edward S. Townsend Co., Russ Building, San Francisco, Calif 
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52 
To Goldman & Gross 


Goldman & Gross, Chicago, has 
been appointed advertising coun- 
sel for Fairyfoot, Chicago, manu- 
facturer of foot remedies. News- 
papers and national magazines are 
scheduled. 


‘Radio-Craft’ Appoints 

Radio-Craft, New York, has ap- 
pointed Harry R. Lipson as Michi- 
gan representative, with head- 
quarters in Detroit. 


‘News’ Seeks Station 


The News, Charlotte, N. C., has 
applied to the Federal Communi- 
cations Commission for a license 
to operate a 250-watt broadcast- 
ing station on the 1,400 ke. band. 


Doran Appointed 


George J. Doran has been ap- 
pointed merchandise manager of 
Narragansett Brewing Company, 
Cranston, R. I. 


—and no place like 


Better Homes ¢x Gardens 


to sell 


everyth mn 2 


2,400,000 families 


that makes for home. 


Leading 
Alabama 
WSGN! 


spot buyers don’t gamble! 
they know you can’t lose on 


243 quarter hours of non-network com- 
mercials are on WSGN compared to 195 
on station B, and 189 on station C. 

WSGN covers more of Alabama than any 
other station and tops them in listeners 


THE BIRMINGHAM NEWS-AGE-HERALD STATION 
Represented Nationally by Headley-Reed Co 


_ 


Reconverting 
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Companies 


Expand Plants, Add Jobs 


Trane to Double Its 
Space; Budd, Others 


Disclose New Plans 


Chicago, Sept. 6—Expansion of 
facilities, rather than cutbacks, 
was the solution to reconversion 
problems announced this week by 
an impressive list of manufactur- 
ers, several of whom _ promised 
new production peaks. 

The Trane Company, LaCrosse, 
Wis., in large-space newspaper 
advertisements, said it is all set 
to more than double present man- 
ufacturing space and expand its 
laboratory, providing improved 
quarters for the research and en- 
gineering staffs which will devise 
“the new products and the im- 
provements in existing products 


which have for many years kept 
the name of Trane at the top in 
the heating and air conditioning 
industry.” 

Enlarged facilities will permit 
manufacture of some of Trane’s 
heating and air conditioning prod- 
ucts on a production line basis, re- 
sulting in lower costs and in- 
creased output, the ad points out. 
The company believes the pent- 
up demand for homes and new 
manufacturing facilities indicates 
a high level in the construction 
industry—tTrane’s largest peace- 
time customer. With no produc- 
tion delays for retooling, it 
promises full employment, includ- 
ing jobs for all of its returning 
servicemen. 

Plans of other companies to ex- 
pand plants and rush peacetime 


production include these de 
ments: 

Edward G. Budd Mfg. Con 
Philadelphia, has started a 
000,000 two-year reconversi 
expansion program at Ph 
phia and Detroit plants, fo 
body production. First of it 
stainless steel railroad pas 
cars expected to come off th 
this fall. 
and an all-room car with 
cost accommodations for 3: 
sengers, the “Budgette,” a 
announced. 

Allegheny Ludlum Steel 
poration, Brackenridge, Pa 
okayed $5,000,000 postwa 
search and production exp 
program, including researc! 
oratory and pilot plant equi; 
at Brackenridge, new cold : 
strip mill for alloy steels at 
Leechburg, Pa. 


A 22-room “Cabi.”’ 


». 
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West 


Shifts Assembly Operation 
Nash - Kelvinator Corporation. 


introducing new assembly 
niques in appliance field, 


tech- 
will 


move entire refrigerator assembly 


MAR. J. F. MARTIN 
Director of Maintenance ond 


AVIATION MAINTENANCE is 

- written solely for key maintenance 
personnel-in commercial, personal 
and military aviation. Thousands of 
readers accept AVIATION MAINTE- 
NANCE as a guide to better methods 
of maintenance and operations of 
aircraft and airports. in its pages 
they find what to get and where to 
get it 


A CONOVER-MAST PUBLICATION, 
205 East 42nd St., New York 17; 
333 Nerth Michigan Ave., Chicago 
1; teader Buliding, Cleveland 14; 
Duncan A. Scott & Co., West Coast 
Representative, Mills Buliding, San 
Francisco 4; Pershing Square Build- 
ing, Los Angeles 13. 


AVIATION MAINTENANCE 


—_— =“ = 
ae & 
— = 

= = 

SERVES THEM ALL 


Why TOP MEN in Airline Maintenance 
Read AVIATION MAINTENANCE 


Behind every airliner are hundreds of skilled technicians respon: 


sible for its airworthiness, headed by men who are identified with 


the progress of the aeronautical industries. 


For instance, at American Airlines 41% of the 9076 employees 


are engaged in maintenance and engineering activities. They serv: 


ice a great fleet of 86 planes, which means an average of 432 me 


per plane. This naturally requires extensive shop facilities for 


overhauling, servicing and general repair work. 


Mr. J. F. Martin, Director of Maintenance and Overhaul of Amer' 


can Airlines, Inc., says in regards to his department, “! 
AVIATION MAINTENANCE and so do all the key men re. pot 


sible for maintenance in the various shops of American Air: 


We find it contains valuable information pertaining to m 


nance of aircraft. Its articles give us vital information on m 


maintenance methods, and we know the data comes from aut! 


sources!” 


American Airlines is but one of thousands of concerns in 


mercial, private and military aviation that furnish a vast po: 


market for machinery, tools and equipment for aircraft and a 


operations and maintenance. In this great market is a fertil: 


for dealerships in aircraft, aircraft parts and accessories. 


Ctriation Maintenance 
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lo ope tion to Grand Rapids, Mich., 
 @ . port of aggressive program de- 
sate .ign-d to boost appliance produc- 
$16. eetion nd sales to more than 1,100,- 
~" Hing xinits yearly. Kelvinator di- | 
| Ser visio.’s manufacturing program 
| cae , cost $2,400,000, with produc- 
aaa ion by late next spring at 50% 
nan rea or rate than ’41 output. Here- 
1 Times fpotores Kelvinator and Leonard 
0 oa abirets, built in Grand Rapids, 
‘ eal vere = pein to Detroit for final 
o psseliDLy. 
aa Pontiac Motor division of Gen- 
* Hal \otors will boost employ- 
1 Cor. Mee? to 16,000 compared with 
a. has tage! eak of 11,321, via an expan- 
: a ion program with a production 
. nsiog goat of 500,000 cars annually. 
*} lab. Pontiac sold 330,000 1941 model 
‘ipment Meas: Cost of foundry expansion 
‘ling lone will exceed $3,000,000. 
at Wes Ford Ups Quotas 
. Ford Motor Company plans to 
tion ore than double its former quota 
oration api 39,910 autos and to quadruple 
> tech. (mets truck schedule during final 
d, wilf™months of °45. Henry Ford II, 
ssembly executive vice-president, said 
______ Mord should reach low point in 


ployment by next week, with 
obs increasing steadily thereafter 
intil peak production is reached 
arly in *46. 

Philco Corporation has broken 
round for new $1,000,000 Phila- 
elphia plant featuring world’s 
ngest continuous radio produc- 
n lines. Assembly line produc- 
in of refrigerators already 
tarted, with output expected to 
t prewar levels within six to 
ight weeks. Refrigerator pro- 
uction facilities being doubled, 
ith expected employment sub- 
antially greater than in ’41. 


P&G Announces Plant 


Procter & Gamble Company, as 
s 15th major unit in the U. S. 
nd Canada, plans construction of 
ew $1,000,000 soap plant at San- 
usky, O. 
Hood Rubber Company, Good- 
ich division at Watertown, Mass., 
mpleting reconversion swiftly 
ter cancellation of orders for 
7,000,000 worth of goods for 
rmed forces, kept 5,200 employes 
) the job and said it can employ 
iditional 200 to 300. 
General Electric Company’s 
ance ectrie vacuum cleaner division, 
ridgeport, Conn., will ship 5,000 
ew units to distributors Oct. 1. 
E ul production set for Dec. 1, 
h labor force expanding as 
terials supply improves. 


respon- Royal Ups Employment 

ied withMRoyal Typewriter Company, 
‘w York, plans to reach pro- 
ction capacity after Jan. 1 at 
s Hartford, Conn., plant, with 

nployees ployment. substantially in- 

rey ser: fased over wartime years and 
€ ‘41 peacetime peak. 

432 me0 Standard Oil Company of In- 


ana 
new 


has started construction of 


ities for 
research plant at Ham- 


45 


forces will be taken back without 
dismissing temporary workers. 
The new laboratories will work on 
improved fuels and lubricants and 
chemical products. 


Completing Sunbury Plant 


Westinghouse Electric Corpora- 
tion is pushing to completion plant 
alterations at Sunbury, Pa., for 
manufacture of home radio re- 
ceivers by the newly-organized 
home radio division ‘fas soon as 
conditions permit.” 


Westinghouse Promotes 


industry engineering department 
of Westinghouse Electric Corpora- 
tion, Pittsburgh, since 1941, has 
been appointed assistant manager 
of headquarters engineering. He 
will direct activities in the ab- 
sence of C. A. Powel, who has 
been assigned to the military gov- 
ernment of Germany to establish 


the control of electrical and radio | 


manufacturing in that country. 
Mr. Monteith has also been named 
director of education. 


| Miss Overman Named 


A. C. Monteith, manager of the | 


Eleanor Overman, advertising | 
representative of Practical Home 
| Economics and Trained Nurse & 
| Hospital Review, has been ap- 
pointed assistant advertising man- | 
ager for both publications. 


and Parks Air Transport, East St. | 
Louis, Ill., has resigned effective 
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Sept. 15. He developed Parks’ 
|advertising and publicity program 
during the past three years. His 
future plans are unannounced. 


eineneeetemn 
sa NG - FILLING-IN 


Maher Leaves Parks | — MIMEOGRAPHING 
Frank Maher, assistant to the | rs yok 

president of Parks Air College >_< — ’ 

Parks Aircraft Sales and Service, THE LETTER SHOP, Inc. 


431 5. Dearborn St., Chicago 5, limes 


HE 


whom the ponies are 


nd, Ind., making possible a 
iderable increase in its total 
f Ameri: March activities. Laboratory 
“Tread Nployes still with the armed 
1 respon: 
Air ines 
» mainte 
1 m lern | CT 
auth oni 
in OM HE "Ms ERIALS & METHODS,” 
pos wa ney editorial section, answers 
 % ‘ect’s increasing demand 
id ai por for vhat's new. 
rtile "¢'H Mc al For You: Tell your — 
pr 


uct story in 
ENCIL POINTS 
RO! XESSIVE ARCHITECTURE 


Ser for new book “10 FACTS” 
33. West 42nd St., N. Y. 18 


ic? 


| “A 


HAS A NOSE 


NN‘ are news for Johnny Sabo. 


a nose for’em. No matter what horses are due 


And he has 


for a ride at the big tracks, Johnny Sabo knows their 


antecedents, ancestors and payoff probabilities. 


In naming the winners or in describing in 
“horsey” adjectives what happened, John Sabo is a 
name to conjure with in Detroit among those to 
“meat and drink” or just 
pastime. Adeptness and an uncanny sense in pick- 
ing the horses who will lead at the finish line have 


brought him a tremendous following. 


While he is a turf specialist, Johnny Sabo 


equally facile whenever he writes about any sport. 


he Detroit Free Press 


He covers football, 
Press sport page readers, 


descriptive accuracy and i 


baseball and hockey for 


*JOHNNY SABO 
Turf Expert 


Free 
with the master’s touch in 


n the colorful verbal back- 


ground he employs in reporting the world of play. 


Detroit is probably A 


merica’s best sports town. 


In no other city are the fans so loyal to their favor- 


ite game or team. 


ally support them with paid admissions. 


reason men like John 


No where else do they so liber 


For that 


Sabo are so valuable — 


why their work on Free Press sport pages helps 


make this newspaper best-seller, 


liked, 


JOHN S. KNIGHT, PUBLISHER 


rendered by any American newspaper oa the year ; 
1944.” Pulitzer Medal Award to The Detroit Free Press. 


best-read. best- 


most-wanted in this area. 


DYNAMIC PAPER SERVING DYNAMIC DETROIT” 
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Goodyear Promotes | pany, has been appointed north- 
/ern California manager at San 
Winslow Wetherbee, until re-| Francisco. He succeeds George 


cently district manager in Albany | 


Swarthout, who 


becomes head of 


for Goodyear Tire & Rubber Com-|the New York office. 


areas .. 


35 East Wacker Drive, 
Chicago 1, Ill. 
Phone: STAte 7942 


Member of the American 


For details write 


SCHEERER & COMPANY 


PEACE 


Will Bring Prosperity to 


MICHIGAN 


And to the Cities Served by 
Michigan League of Home Dailies 
Newspapers 


Michigan will maintain its place at the head of 
producing states in peacetime as it has in wartime 

. . and a large part of this production will come 
from Michigan cities outside of the metropolitan 
. cities served by Michigan League Dailies. 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


Association of Newspaper Representatives 


offers. 


FREE BOOKLET 
Our 


dium. It is yours for the asking. 


details. 


Match Corporation of America, Dept. 101 
3433 West 48th Place, Chicago 32, Ill. 


Firm 
Name 
Address 


City 


re te 


Uvailes 


le on ook Matched 


YOU CAN REACH MILLIONS OF 
PROSPECTIVE CUSTOMERS BY 
USING THIS EFFECTIVE ADVERTIS- 


ING MEDIUM 


Title 


Why not use our book match distribution 
service to do a publicity and good will build- 
ing job for your product or your service? 
Circulation can either be on a nationwide 
basis, or we can confine the distribution to 
selected metropolitan areas tailored to your 
merchandising needs. 

Book matches offer a “Miniature Billboard” 
form of advertising that enables you to do 
everything from general publicity to inquiry-pulling. The inside 
cover of the match book makes an excellent coupon for special 


“Profitable Advertising’ brochure is chuck full of the facts 
and figures detailing other advertisers’ successful use of this me- 


The low cost of our distribution service will surprise you. Write for 


MAIL THIS COUPON TODAY -------- 


Please tell us how your advertising Book Match DISTRIBUTION SERVICE can do 
a job for us, and send us a copy of your brochure 


“Profitable Advertising.’ 


State 


Air, Rail Groups 
Will Intensify 
Travel Battle 


New York, Sept. 6.—Advertis- 
ing groups of both the Air Trans- 
port Association of America and 
the Association of American Rail- 
roads will meet in New York 
soon to plan more vigorously com- 
petitive campaigns for 1946. Dates 
of the meetings have not yet been 
set. 

The withdrawal of priorities on 
domestic plane travel, effective 
Oct. 15, and the recent action of 
several airlines— among them 
American, Eastern, Pan American, 
Pennsylvania Central and United 
—in reducing fares to an average 
of about 4% cents a mile, or about 
the same as rail plus lower berth, 
is expected to result in more ex- 
tensive promotion of railroad ad- 
vantages. 

The advisory committee of the 
Association of American Rail- 
roads, of which Col. Robert F. 


Advertising Age, September 10 


Henry, Washington, is chairman, 
probably will make the next 
year’s plans about two months 
earlier than usual. This associa- 
tion has been spending about $1,- 
000,000 a year, primarily in maga- 
zines, through Arthur Kudner, 
Inc. The budget for 1946 has 
not been determined. 

The Air Transport Association 
has been spending about $600,000 
annually, primarily in magazines, 
through Erwin, Wasey & Co. Ex- 
penditures for next year, it was 
said, may not be larger, but copy 
will be more competitive. Paul 
Brattain of Eastern Air Lines, 
New York, is chairman. 


Five Join K&E 


Donald L. McGee, formerly 
with MacFarland, Aveyard & Co., 
Chicago, has joined Kenyon & 
Eckhardt. Helen Roberts, for- 
merly with Ruthrauff & Ryan, 
New York, has joined the agency 
as copywriter, William Rienecke 
becomes art director and James 
G. Ryan and Charles M. Larson, 
have joined the production de- 


partment. 


Rejoins Newell-Emme't 


Jack Williams, for the 


three years with the Coast © arg 
where he was in charge o©° pa’ 
tional campaigns in the iblj 
relations headquarters, ha je. 


turned to his former posit 
account and service execut 
Newell-Emmett Company, Ne, 


York. He had been wit! ty, 


agency for 11 years and pr: 
several OWI 
paigns. 
advertising awards. 


Handles Tintex on Coast 


Arthur Moore, formerly 
representative of Park & T 
New York, in southern Ohi 
been appointed Pacific Coas 
supervisor for All-fabric 
tints and dyes, 


fc rd 


headquarters will be at 605 Thir, 
St., San Francisco. 


Jennings Transfers 


Duncan Jennings, formerly wi 
Little & Co., Los Angeles, 


tid 


joined McNeill & McCleery Ag. 


vertising Agency, Los Angeles, 
account executive. 


stores... 


home town 
station. 


ROCK 


inate on the Illinois side .. . 


newspapers . . 


AR MACHINERY ¢ Capita ~ 


Nearly $2! million is spent annually in the Tri-Cities drug 
a Major market for drug items. 


The greater portion (52.9%) of Tri-Cities’ drug sales orig- 
in the Moline-Rock Island zone. 
Rock Island Argus and Moline Dispatch are the influential 
is the favorite 


. WHBE 


*Includes Rock Island, Moline, East Moline and six other con- 
tiguous cities and towns. 


——_—— 


ISLAND_AF ARGUS 


MOLINE DAILY DISPATCH 


Te ead TTS 


MOLINE DISPATCH 


Reenenmaas, 4 Ue we eS 


a Sales Originate in on a 


ROCK ISLAND- MOLINE ‘Lone, 


radio 


BASIC 
MUTUAL 
NETWORK // 


in 


~~ 


x 


advertising camp. 
He is holder of fou: Bo, 


Sales 


, has 
Sales 
Tintex 
and Park & Tjj. 
ford perfumes and cosmetics His 


ds 


gani 
St 
serv! 
Califor 
briet Cc 
in the 
ing. Its 
cal wit 
ertis! 
San Fra 
May 28) 
Storeci 
a leased 
markets 
sales of 
would h 
phones s 
heard th 
out inte 
conversa 


Te 


The c 
tion libré 
Ibe used 
nouncem 
Bob Ca 
nouncer, 
Test 
made in 
and Hol 
B0-day c 
Aug. 23. 
be pipes 
commerc 
and com 
During a 
sales rec 
customer 
The Si 
San Fra 
in about 
stimatec 
ers dail: 
nercial | 
year of 1 
nstallatic 
harge t 
tiser pay 
ce, 


ritney- 
Donald 
New Yo 
Pitney-B 
Stage n 
nent, ha 
regional 
avis, 
Oranch n 
uthern 
Radio’ 
Editori 
nacdian 
n stafi 
NV fr 
ot. 7 
On will 
“ont eal 
Miate edit 


» 5 : be. iy ae 
: y Sar oe oe. . 
. bg 
1965 crt 
| | ooo New 
ee ’ 
| Sy st 
i | . 
| | in Le 
| 
| L A 
nasER indicatio 
y Pr sto! br 
i WI See Sy - is like 
| te FRE play de 
F j Ri Oh with ann 
y . han, pal 
\ lent an 
' = rg Za 
| \ nc to 
| a 4 
| | 4 | | 
| | ) | Pe | 
a 
PT pO 
ee = a 
. ‘ saa caaaacaaccacaaacaaaaacaaaaacaaaaam 
= 
- LINE, ILL. 
cK | ORT 
RO ? my 
Va y Ul 
ae a | Damen mi val’ 7 
. ek Oe) -— RS 
o* On - q 
ra nn: 
adi MP RT ee env SEE rg, 
POL) uctp OASIS te te aS aR RTRSY. 
eC eee 
r fi 
eee 
ae 
— 5 
li Bae 
ee eyo a a 
—_—. he. CO 2 ee 
— ag 
— oe 
L aa p 
\0 ii: i 
Be: a 
\ —T di mes: = cc CU CRSES UCC” Pe 
sy Oe — | er _.. ghee 
OUR ap “Se spits =. keel 
Bp ere ii a eee 
RegnGs Se SOR ree 
\ v 
PE 
asere |) 
™ 
ii 
| { A 
A . 
i (\ Lainso: 
LY > Glenn 
— ¥/ fie 
pO servic 
W Ke a - = 
eee — EB 
ee ; 
| : Ye 
i eeeeee—‘tsSCSCSCia@ 1/5 
= | 2 
odnaneée ieee 2 17 = 
ee | : ae - 
| . , $8 
| ee 3 
ee j ee sS 
| : IR! 
_ - Al 
: MND INDU 
= — oe a Be eae BW ct 42 
(2 — — 


>ast 


’ Sales 
-ilford 
10, has 


st Sales 


ndication that a new medium— . 
store broadcasts via leased wire Kaiser to Cornell 
Louis W. Kaiser, recently re- | the publication. 
leased from the Army air forces | 
and for the past few months night 
supervisor of WFBL, Syracuse, 
has been appointed head of radio 


wit! iunnouncement that Art Crog- 
han, part-owner of WJBK, De-| 


a 
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New Store Radio 
System Set Up 
in Los Angeles 


. Angeles, Sept. 5.—Another 


is likely to get a considerable 
lay developed here last week 


ent and sales director of that 
rganization to devote his full 
time to Storecasting, his new or- 
ganization here. 

Storecasting is a wired music | 
service to a network of southern | 
California supermarkets, with 
brief commercials interspersed | 
in the manner of radio broadcast- | 
ing. Its formula is almost iden- 
cal with that of Suggestone Ad- | 
ertising System, organized in 
San Francisco this spring (AA, | 
May 28). 


Storecasting hopes to develop | as 


a, leased wire network of super- | 
markets with minimum annual | 
sales of $250,000, each of which 
would have about eight micro- 
phones so that programs could be | 
heard throughout the store, with- | 
out interference with ordinary | 
conversation. | 

Test Operations Begun 


The complete radio transcrip- 
tion library of Standard Radio will 
ibe used, and commercial an- 
nouncements will be handled by 
Bob Campbell, NBC staff an-| 
nouncer, it is reported. 

Test installations have been 
made in the Crenshaw, Westlake 
and Hollywood districts, and a 
30-day commercial test was begun 
Aug. 23. Nine hours of music will 
be piped into the stores, with 
commercials tastefully spotted, | 
and competitive copy ruled out. 
During and after the 30-day test, 
sales records will be checked and | 
customer .surveys made. 

The Suggestone organization, in | 
San Francisco, has installations | 


in about 50 supermarkets and is | 
stimated to reach 100,000 shop- | 


ers daily. It recently began com- | § 


nercial operations after about a| 
year of testing of the idea. Store| 


nstallations are made _ without]! 


arge to the market, the adver- | 


tiser paying the bill for the serv- | 
ice, | 

| 
Pitney-Bowes Appoints | 
Donald E. Johnston, formerly | 
New York branch manager of 
Pitney-Bowes, Inc., maker of 
postage meters and mailing equip- 
ent, has been appointed eastern 
regional manager. Edwin  H. 
eavis, former Richmond, Va., 
ranch manager, has been named 
uthern manager. 


Radio’ Moves Offices 
Editorial offices of ‘Radio,’ 
inadian Broadcasting Corpora- 
ion staff publication, have been 
nhoved from Montreal to 354 Jar- 
is St., Toronto. The French sec- 
on will continue to be edited in | 
Montreal by Leon Lorrain, asso- | 
Ciate editor. 


| 


Lainson Reopens Studio | 
Gleon Lainson Color Studios, | 
icago, has reopened its studios 

vice advertisers and agen- 
“es « ter an absence of:-five years. 


Everybody's 
Getting 


Canby Inbustry 


ime NEWSPAreER OF 
CONFECTIONERY BUSINESS 


FIRST in 
CIRCULATION 
IRST on Candy 
ADVERTISING —__ 
Schedules 


CAND INDUSTRY * Den Gussew, Edtter & Publisher 
4 t 42nd Street, New York 18, N. Y. 


| 


Bleecker Named Editor 


Phillip H. Bleecker, for the past 
two years on the editorial staff of 
Chain Store Age, New York, has | 
been appointed to the newly-cre- 
|ated position of western editor in 
| Chicago. 


ing service, he was manager of! burgh, has joined Apex Electrical 
WOLF, Syracuse. 


‘Journal Promotes Smith 
Robert M. Smith, formerly ac- | 


— | count representative of Medical | . : 
| Economics, Rutherford, N. J., has| Olan Mills Appoints 


/been appointed sales manager of | Olan Mills Portrait Studios, 


Heads Apex Advertising | tanooga, as advertising counsel 


2 , Pa Frank S. Ryan, wartime chair-| papers, supplemented by direct | 
troii. has resigned as vice-presi- | services for the Colleges of Agri-|man of the war production co-| mail and radio. 


55 


|}culture and Home Economics at! ordinating committee of Westing- WFIL Ups Parisette 
| Cornell University. | 


. . in . ati $44 
Before enter-| house Electric Corporation, Pitts Mildred Parisette. member of 


the promotion staff of WFIL, 
Philadelphia, has been appointed 
merchandising director. 


| Mfg. Company, Cleveland, as ad- 
|vertising and sales promotion 
| Manager. 


ws SIGNS OF LONG LIFE" 


FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
rthraft Menufacturing Corporation 

Artkra anufacturing Corp 
900 Kibby St., Lima, Dhic. U.S.A. 
The World's Largest Monufacturers of 
All Types of Signs 


| Chattanooga, Tenn., has retained 
Nelson Chesman Company, Chat- | 


| for an enlarged campaign in news- 


@REG US PAT OFF 


: 


| 
mi. 
ng 
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‘TVA IS THE GREATEST thing in 
America,’ states John Gunther, fa- 
mous war correspondent, traveller, 
author of "Inside Europe." TVA is the 
largest single power system in the 
world. But besides power, it repre- 
sents the most complete regional de- 
velopment program in our history. 
According to Donald Nelson, former 
WPB Director, TVA raised the stand- 
ard of living in its area 75% in 10 
years. 


FABULOUS FONTANA DAM, 
shown being rushed to comple- 
tion in this night photo, is the 
22nd great TVA dam. 480 feet 
high, it is the tallest such struc- 
ture in Eastern America. TVA has 
everywhere been acclaimed as 
the greatest single factor for the 
development of the South and 
one of mankind's greatest 
achievements. 


Some of the world's largest in- 


dustries are now located in 
Knoxville to use TVA power, in 
cluding Eastman, DuPont, Reyn- 
olds Metals, Rohm & Haas, 
Aluminum Co. of America, 
Union Carbide. Their tremen- 
dous payrolls brought incredible 


BUILDING UNDER TVA is one of the 
largest construction projects in the 
world. Kentucky Reservoir, created by 
TVA, is the largest man-made lake in 
America: 185 miles long, covering 256,- 
000 acres, and with a shoreline of 2000 
miles. Over 15,000 buildings were 
moved to build this lake, including |02 
schools and churches, 


prosperity and population 
growth to Knoxville, transtorm- 
ing it into one of America’s 


great industrial empires. 


Capital of the entire TVA system, Knoxville is one of the most 
fertile markets for lasting sales gains in this country. Because 
TVA is permanent, essentially a great peacetime force, you're 
building for the future when you build in Knoxville. Over 
200,000 population in Greater Knoxville today. Sell this mar- 
ket.and keep it sold. 
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McCulloughs Claim Texas 


To the Editor: I have just re- 
ceived a reply from George Baker 
of the National Advertising Art 
Center in response to my request 
for verification of the place of 
birth of the McCullough twins, 
the artists who worked as one for 
the Vitality Shoe Company’s new 
advertising series. In your story 
of July 30, Texas was given as 
their birthplace. In “Voice of the 
Advertiser” of AA’s Aug. 13 is- 
sue, John B. Ferran, associate di- 
rector, publicity department, Port 
of New Orleans, claimed they are 
natives of New Orleans, La. 

But Mr. Baker says: “We have 
checked with the McCullough 
twins on the matter of their place 
of birth, and have been informed 
that it was Abilene, Tex., where 
they lived for six months. They 


This department is a reader’s forum. Letters are welcome. 


then moved to New Orleans, which | | aret Brands,” 


they consider their home since} 

they lived there so long. So it 

appears that the article in ADVER- 

TISING AGE is correct after all.” 

Russ CUNNINGHAM, 

Director of Public Relations, 
Henri, Hurst & McDonald, 
Chicago. 


On Value of Ideas 


in Selling Cigarets 

To the Editor: It was enjoy- 
able to depart from the chores 
of the business day long enough 
to read about Alfred E. Lyon of 
Philip Morris & Co. in “You Ought 
to Know” who is anyone but the 
stuffed shirt version of the top 
man, 

Recently I completed a study 
on cigaret advertising through the 
years, entitled “The War of Cig- 


and offer the follow- 
ing facts and comments to ADVER- 
TISING AGE readers. 

It is a truism that the popu- 
larity of any one cigaret varies 
almost in direct proportion to the 
advertising dollars behind it. No 
wonder advertising of cigaret 
brands has increased year after 
year amounting to enormous ex- 
penditures as each cigaret manu- 
facturer has become advertising- 
wise. 

Competition in the cigaret in- 
dustry originated from the desire 
of manufacturers to produce a dis- 
tinctive product that would ap- 
peal to smokers. Then, it was a 
case of “taste competition.” Just 
as Camel originated the burley- 
blend, so it is told that Philip 
Morris cigaret was created to sup- 
ply a less irritating smoke. Since 


Advertising 


and 
Public 
Service 


HE Carnival Junior Legion, a children’s pro- 


gram presented at noon onSunday andsponsored 
by the Bernard Kofsky store in Hartford, will in a 
few weeks celebrate its fifth year of continuous 


presentation over WTIC. 


takes its name from the Carnival Shoe which 
Kofsky features) has a membership of youngsters 
ranging from pre-kindergarten to high school age. 
In patriotic drives such as the sale of War Stamps 
and Eonds, collections of tin and paper salvage, 
and for the Mile O’ Dimes Campaigns these Legion 
members responded by the thousands. 

Kofsky has been a continuous WTIC advertiser 
since May 9, 1937, spending 90°, of his advertising 


appropriation with us. 


He is probably the most widely known children’s 
shoe dealer in Connecticut, and youngsters come 
to Kofsky’s from all over Southern New England. 

You, likewise, can reach this huge segment of 
the juvenile market through WTIC. 


The Legion (which 


os 
OKRA 
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sales costs, other than advertis- 
ing, are smaller for cigarets than 
for most other items, the total 


|ecost of distribution tor cigarets 


represents a smaller percentage 
of the price than in the case of 
other commodities. 

Philip Morris cigaret,, intro- 
duced in 1930, had a phenomenal 
success, now runner-up to the 
“big three.’ Through the years 
PM made a strenuous effort to 
win medical approval and con- 
sumer approval by the use of a 
strong health appeal. It is gen- 
erally known that the difference 
in cigaret taste is due to the 
hygroscopic or moisture-retaining 
agent. There has been much con- 
troversy on this subject. Does the 
type of hygroscopic agent used in 
the manufacture of a cigaret in- 
fluence the irritating properties? 
Is there a difference between the 
diethylene glycol treated cigaret 
and the cigaret devoid of a hygro- 
scopic agent? Is there any differ- 
ence between the hygroscopic 
agent-free cigaret with respect to 
the normal physiologic ph of the 
human throat? The American 
Medical Association would answer 
in the negative. 

Philip Morris in its medical ad- 
vertising offered physicians re- 
prints from various medical jour- 
nals in which hygroscopics are 
discussed, plus two packages of 


cigarets “for personal use. 
further asserted that tests 
at Columbia University sx 
that a solution of smoke fr 
cigarets, when placed und 
eyelid of a rabbit, produc: 
swelling than from a sg 
from cigarets containing 

ine. No claim was made tl 
cigarets cure irritation, but 
erine was shown to be a 


of irritation generally presen 


cigarets, and not in PM- 
only diethylene glycol is u 
the hygroscopic agent. 

while Camels and Chest« 


played on a safe and resi; 


institutional appeal, PM 
exploited the health appeal. 
Another significant faci 
PM’s success was the int 
of Milady. The product an 
chandising were direct 
women and won their trad 
per capita consumption is 


that of the boy-friend—ex; 


tion found in the different 
ing habits. With the sensa 
success of PM 


uence 
mer- 


Her 
ouble 
Tana. 
mo} 
tiona 


in the encinta 


trade, the importance of feminine 


consumption was taught to t 


he in- 


dustry, and in recent years, cig. 
aret manufacturers have deliber. 
ately aimed their advertising t 
cultivate the feminine market. 
There are many who believe 
that cigaret advertising ideas and 


originality have pushed 


against 
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few years will have gone for 
nothing if we fail to accept this 
final challenge. 

So much depends upon the suc- 
cessful outcome of the Victory 


1945 advertising Age, September 10, 1945 
PM, stone wall. Out of sweeping 
nade i .yperlatives, abused use of tes- 
Wed Hiimony, accusations and _ false 
PM Hijaims, has developed a_ severe 
the Fipase of competitive advertising. 

less The cigaret market has ex- 


panded and in this new competi- 


ycer- ive era cigaret advertising will 
‘PMf.eced vim, vigor, vitality—but 
slyc- BB pove all—ideas and originality. 
urce Hiif we can’t give service in our ads, 


“Nt in Met's at least use literature in our 
Let that guide us in the 


vhere copy 
“ed asfiture for better advertising! 


hus, SHIRLEY S. RUDNICK, 
erfield Promotion Department, Haire 
‘rained fi publishing Company, New 
0ldly York. 
aha vvweyY 
uence Boat Trip by Rail 
c mer- To the Editor: Our sudden and 
ed ft propitious entry into the atomic 
©. Herfase, as Time calls it, is both im- 
coublefMpressive and astounding, but 
«plan 
mo} 
sational 
>minine 
>Minine 
the in- 
rs, Cig. 
leliber- 
Sing t 
rket. 
believe 
pork: All Aboard! For the Boat Trip 
severtheless, I never expected to 


ee anything quite like the at- 
ached, from a recent Midwest 
Purchasing Agent. 

. and such a quick develop- 
nent, too. It is truly remarkable 
yhat the scientists (and layout 
eniuses) are able to do. 

BARNARD WILLIS, 


Loan drive! That’s why we’re 

counting upon you once again for 

that generous help and patriotic 

support which you have so un- 

stintingly given us in the past. 

ELinu E. Harris, 

Chief, Periodicals Section, 
Treasury Department, Wash- 
ington, D. C. 


Corning Adds Publicity 


Corning Glass Works, Corning, 
N. Y., has established a public re- 
lations department in the home 
office under the direction of 
Thomas F. Robertson. Mr. Rob- 
ertson has been in charge of 
news and publications in the ad- 
vertising department of Corning. 


Reardon Co. to French 


Reardon Company, St. Louis, 
maker of Bondex cement and 
paint, has appointed Oakleigh R. 
French & Associates, St. Louis, to 


handle its account. Newspapers 
and trade publications are sched- 
uled. G. Gordon Hertslet is ac- 
count executive. 


Names Finch President 


Capt. W. G. H. Finch, recently 
with the Naval Reserve, and for- 
merly assistant chief engineer for 
\the FCC, has been appointed 
president of Finch Telecommuni- 
cations, Inc., Passaic and Clifton, 
N. J., developer and’ manufacturer 
of facsimile communications 


equipment. 
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SPERRY GYROSCOPE COMPANY'S new plant 
at Great Neck, L. I. (Twelve of the twenty 
men named by Sperry as their top decision- 
makers—the top executives, management 
men, directors—are TIME subscribers. The 


Who are the Men who (VK the Plans ror 
the SHOW-ROOM PLANTS of the Nation? 


aad gape encalan ge 9M numbers on their subscriptions are: 1-50- 

oratories, Inc., St. Louis. _ SoeeReea ants Slee ene ooree 

‘ ‘ ZHH-788-297; 13-75-ZHH-214-975; 6-75- 

73% ZHH-986-433; 1-3-43-NRS; 12-10-ZMH-777- 

reasury Tells How 658; 13-10-ZMH-201-430; 12-75-ZR-1164-329; 

E MO A e d R d I k 7-42-ZGGH-1032-694; 12-50-ZDDH-263-988; 

0 AVOl e n 12-10-ZMH-980-608.) 

To the Editor: When _ hogs}! 
NFLUE eached $23.60 per cwt. in Chi- | 
ago, farm publishers had _to| 
L AUDiifeach for the red ink! 
You remember the days during | 
NICE 919 and the spring of 1920, when 


vheat hit $3.50 and land sold at 
ld-plated prices. That inflation | 
which to many farmers seemed | 
he beginning of an unending era 
{ super-prosperity—was paid for 
Nn misery and suffering; the de- 
ation and depression of the 
wenties and thirties. 

Of course you know this story; 
290,000 farm families lost their 
lomes via the foreclosure route 
y 33. That inflation—that ONE 
istake—cost twenty years of de- 
tivation and hardship. 

That’s why this recent an- 
uncement is of paramount im- 
Mriance to every farm and ranch 
Wner and worker in America: 
THE GREAT VICTORY LOAN DRIVE 
TARTS Oct, 29! 

We all know that during the 
ming months the nation’s farm 
will have reached an all- 
peak. After operating costs 
been met, after taxes have 
deducted and mortgages 
there will still be millions 
lars in America’s overall- 
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HEN YOU BUILD, you build from the 

ground up—but when you want to sell new 

building plans and specifications, you start 

from the top down. In any company, a handful of 

higher-up men are the prospects you have to satisfy 

and sell first, before they will OK any building, 
remodeling, or reconverting. 

By and large, men like these—and their chief 


executives, architects, purchasing agents—are reg- 
ular week-after-week readers of TIME. For in- 
stance, a study of 588 of the best-known U.S. cor- 
porations shows that the names of almost exactly 
half of all the directors and top management men 
can be found recorded on TIME’s subscription list. 
And again and again these men vote “TIME is 
our favorite magazine.”* 


‘se dollars are dangerous. 
» the atomic bomb right in 
wn backyard. And it’s up 
to direct their terrific pent- 
rgy. 


~ 
even today, despite the | *“TIME is our first-choice magazine,” say Officers and Directors of Leading U.S. 
[Eh 7 y of Victory, the market prac em sega , Foe ota ike resp tee engi gee ; ery eg esa 
nsumer goods continues Sout ice ser cee ate cea onn eee poe! 
And to loose money reck- 
AA in such a market would 
land prices and send cost- * 
HE ig figures out on a binge. | ; 
ar werk wah Se ak | THE GATEWAY TO THE BUILDING INDUSTRY 
IN same mistake we made in | : 
We'd be buying another | ADVERTISING OFFICES © NEW YORK © CHICAGO * BOSTON PHILADELPHIA CLEVELAND * OETROIT SAN FRAN ~ 
5 ‘Pre sion, That’s why the suc- | q 
[AL 4 "Ss .[ the Victory Loan drive is | 
ne rsonal responsibility of | 
ED CE WP rery one. 4 
The Victory Loan drive comes 
A! ERI @ -ritical time for all America. _ 
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Advertisi 
company promotes ice cream 12 JWT Lis 2 ° and biggest customers, th Ar, 
Sealtest Gets Set months a year, with expenditures, in San - eae vague Florida Citrus and lend-lease,”’ Mr. McN) a — 
- if anything, larger in winter than “This means that the 1945-16 p, 
for Bigger Share in summer. Lt. Comdr. Robert Thurmond, Group Gets Set gram will have a big job a 7 | 
The company’s Breyer division, | formerly co-manager of the media ’ : romoting the sale and se | THE | 
of Ice Cream Salles | saia to ve the largest ice cream | department of the San Francisco| for “45-46 Drive Florida fruit.” - | 
; ; . r - | 
New York, Sept. 6.—With the nee gpd Ry epi! — rs pany, has returned to civilian life} Lakeland, Fla., Sept. 5.—Flor- i 
nation promised 35% more ice | eng promoted, along with Kraft! after three years of Navy service,|jida’s 1945-46 citrus advertising| Newspaper Groups Me | 
. : and Sealtest brands, in the com- nd rejoins th enc servic ‘ a 
cream as a result of cancellation hepa cota Allie : a oo ejoins the agency as 1C€| and sales promotion program, fea-| Officers and director 
of butterfat restrictions. Nati } | Pany’s institutional campaign in|representative. Henry M. Jack- : re eae ol Cots eect S of thal 
; s, Nationa TE * turing the “more juice” theme|newspaper associations of [dah fim! 
Dairy Products Corporation _ is |'™#842!nes. son, recently a lieutenant colonel d a f ’s| Oregon and Washington w |) », 
making plans for intensified éd- National Dairy ice cream brands|in charge of Army broadcasting and economy values o the state’s a oie acab Te aur te a Mees 
wore s are sold under scores of different | Stations in the CBI theater, has | ranges, grapefruit and tangerines, f read p sedi A USsiog | is 
vertising in 1946, Norman Bauch, | | | nes through more than 50,000 | J0imed the office as service repre-| will be ready for presentation to ¢ — ua a a we P! grag | ' 
advertising and sales promotion teak ’ sentative in the radio department.|the industry in mid-October, ac- | ‘07 ‘NE Postwar t ne Dr ing | 
manager, told ADVERTISING AGE. magpie ; He was previously western divi-|cording to M. H. McNutt, chair-| 2" 2nnoumcement oy vor. Villian 
; Sie 44 McKee & Albright and N. W.| : “at F. Swindler, executive secretary 
Preparations, however, are still sion sales manager of CBS radio f the Florida Cit Com- i | 
: A & Son handle th ’ : : man oO e Florida Citrus Com-/of the Idaho State Editorial ,/3%) | 
complicated by shortage of some |“Yer & Son handle the company’s | sales in Chicago. mission’s advertising committee iati host for the me N 
in sat af dam kaging | advertising. Richard Grant, formerly in au- yD sat Petree cepeaaemeetiee’ cet 
é s s packaging ; "ie 2 Mr. McNutt said his group will| Other participating STOUPS are { 
materials, he said, and the high ————- tomotive publicity and promotion, : imi Oregon Newspaper Publis! | 
i at ae bee ae and Peggy Haslett, formerly with|Study and discuss preliminary diet A a is — me TS Ad | 
P — ©| To Cory Snow Vogue, New York, have joined the | Plans and ideas at a meeting to be] 5pciation ani | ile | Mas ingtogl| 
sugar shortage also is a factor. G. H. Boyer, formerly with|©°Py, staff, and Leslie Whitwell|held soon. It will take approxi- a, udlshers = Associa) |___— 
| National Dairy did not reduce| aijey g Richards, Boston, has|@S joined the production staff. mately six weeks for the agency | "0" ais 
ice cream advertising during the} ;_; : ' ‘ita i h Bent & Bowl t ; 

; é joined Cory Snow, Inc., Boston, in charge, benton owles, to R sson Resi , 
war. Recently its expenditures/as account executive, and Capt. Hal Joins A put finishing touches on copy and| #@SMusscen Nesigns QUICK Jt 
for these brands have totaled| John A. Bogart Jr., formerly di-|*#@4pern joins /igency art work preparatory to presen-| James H. Rasmussen, genermmgy'©" of C 
about $2,000,000 annually, in net-|visional advertising and mer- David H. Halpern has resigned|tation at an industry meeting. | Sales manager of the manufacty fast with 
work, radio, newspapers and chandising manager of Sears, Roe-|as_ vice-president and  general|/ Commission Chairman A. S. Her- ing division of the Crosley Comm’ one 
point-of-purchase advertising buck & Co., in New York, has| manager of Henry Souvaine, Inc., 1 S babl ill, t th poration, Cincinnati, has. resignegil/coPy {whic 
Satin ten te tailment | 2ined the agency as a merchan-|New York, to become vice-presi- ong sr. provably will se €/to join United Wall Paper, Incimmes fist ser 
fhere has been some curtailment | gising, advertising and art coun-|dent in charge of radio and tele-|date Oct. 17 or 18. Chicago, as vice-president, effecmmi the vict 
in use of outdoor signs. The| sel, vision of Owen & Chappell, Inc.| ‘“We have lost two of our best | tive Oct. 1. erson, Inc. 
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week wit 
rday E1 
eyer, Ce 
IRST IN AM th 
nd its 
il-O-Ma 
Blooming 
Eureka 
“compl 
em,” wh 
ng, swe 
No newspaper in America, morning or evening, eg 
m0 é 
; ' ' lectric ir 
published in a city of comparable size has a cir- wd dis 
tandard 
‘ si - Oil-O-] 
culation equal to that of The Charlotte Observer. ied are 
esidentia 
ir condit 
at 2 . Plans { 
lhe average circulation increase in ALL news- ising we 
papers in the U. S. since 1920 has been only 66% ewsp 
Fromot 
he Observer has had an increase in circulation Seeman 
lacturer 
; a 4 : il laun 
of 400% for this period. i. Pe . apers ir 
.--and the fishing is fine for thes@:. 
4 U0 lines 
64 Local Advertisers who use WH.:..:: 
r the { 
In this list of WHB advertisers 4s in. 
i LI find most of Kansas City’s start 
iggest, smartest merchants. ant 
When ou decide to use WHB, \ Wii 
you're backing your good judg- ey adie aa Sen's Missus | 
ment with theirs. 4 Ready-To-Wear nuté 
Aiier's ee tin 
Department Stores Drugs serkson’s. : gint 
Eme ry Bird Thayer Co. Katz Drug Co. oe ee s or) a 
yorman’s , “e Jelsh Sho os 
Solin Taylor's (Grill) Furs pt Bn dy r ub & 
anes Store 0. askan F ‘o. Jay’s—-On The Plaza ger 
posceomey Ward Gerhardt. The Furrer MT Sore, os 
F Sears, Roebuck & Co. nao Palae Cltins Go 
DAILY SUNDAY Meats and Groceries Redes dt 
. e A&P Tea Co, Miscellaneous ' “Stores Without A Na 
in excess of in excess of ay hey ye —— oo 
Dermeties Salon Furniture 
Millinery Insul-Wool Insulation Co. Alexander’s, Inc. 
2 0 0 0 Edward’s Hat Shop Swyden Rug & Drapery Co. Pyayidson’s Furniture ( 
9 9 Fashion Lane Hat Shop Duff & Repp Furnitur 
} Halper’s Exclusive Millinery Shoes Mehornay Furniture ¢ 
| Hattie’s Hat Shop Eileen Shoe Stores Wilco Furniture Co 
Fitch Sho ) Wyandotte Furniture ¢ 
| Automotive Katz Shoe Stores . 
| Allen Bri Richardson Shoe Co. Dry Goods 
7 a | Allie i Mot tors, Inc Royal College Shop Leiter’s Dry Goods 
The Foremost Newspaper of the Two Carolinas Geo. HI. Welsh Mators Dicinniniihie wenisicieekadodauas 
Jewelry Allen’s Girls and Tots 
Goldman's Jewelry Co Forum Cafeteria E. M. Harris Linen 8! 
Helzberg’s Diamond Shop Plaza Bowl Restaurant Plaza Girls Shop 
} } Mace’s, Inc Z-Lan Restaurant Stork’s Nest 
¢ ' * ae WHB Availabilities, phone DON DAVIS at any “Spot Sales ° 
] ao } | ] | - IL ali ) og = Fall schedules are still “fluid”... and we’ve room for m ad- 
WV vertisers who'd like to use programs or spots in the b. mnt 
x SN wy ~~ Se NS > ~ N Kansas City market. You'll like doing business with WE! \~ thé 
station with “agency point-of-view’’... where every adve’ *¢t 
a client who must get his money’s worth in results. Swin. 2/0 
CURTIS B. JOHNSON, PUBLISHER with the happy medium in the Kansas City area! 
Kansas City _. = Scarritt Building. _____- HArris: 
New York City.____. 400 Madison Avenue Eldorado 
on ie hid Bl > T ‘ | Heme ” eReeaggiaet “ceo wy bey Seu nomywe 
GCHARLOTTI SE es NORTH CAROLINA San Francisco. 5 Third Street ebro 
KEY STATION for the KANSAS STATE NET\ 
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(0, 19M advertising Age, September 10, 1945 59 
A ———_— — * president; Dudley L. Parsons and|ing the war, contract administra-| the Utah State Press Association 
t al F_ 4 Buys Rudge Printing Firm William 'T. Hansen, vice-presi- | tor, has been placed in charge of| which includes 62 weekly news- ie 
16 ne | Geffen, Dunn & Co., New York,/ dents; William H. Griffiths, treas-|Beech’s newly-formed export) papers in the state. aii 
Py | cone ae -_ ee = urer, and Ronald H. Cleveland,| sales department. —opaeremmmees F 
> i | cnase e rm oO liliam -| secretary. en s ‘ ° 
se a THE VICTORY THAT HAD TO BE Salty fous ew Se Whe ae Sieeuten Rameadeil Shuman Joins ‘Esquire’ 
company will be operated as a B h N T PP Ik Shuman, formerly executive 
Bhat ste ve ae coordinated unit and Frederick G.| PES ames iwo Roy A. Schonian, former pub-j| editor of The New Yorker, has 
-M | oi =a Rudge, son of the founder, Wil- W. Homer Kelly, with Beech] lisher of the Uintah Basin Record,| joined Esquire, Inc., as executive 
VCR | ae liam E. Rudge, and head of his| Aircraft Corporation, Wichita,} Duchesne, Utah, has been named | vice-president, with headquarters 
f thal cengililig ih cotta eniialen ot dhiesiiie own advertising agency, will con-|Kan., as assistant personnel di-| manager of the Salt Lake office of|in New York. 
{ Idaby Ic had to be because scientiic and industrial genius — tinue as executive consultant.|rector since the beginning of the 
7.1) mee | wikis orang eh eubieda-< aah sihts Other officers are: Maxwell M.| war, has been appointed public 
iSCussi aoe Geffen, chairman of the board;| relations director, a position which GIBBONS KNOWS CANADA 
MY ogray ¥ B. Marsh, executive vice-presi-|includes direction of the firm’s J. GIBBONS | LTD. 
1 ng ‘ Henry T. Dunn, president; Wil-| advertising. E. S. Safford, for- maiecitchaibichibiaddoeina J, GIBBS MEDENANSINNS | 


liam B. Marsh, executive vice-|merly service manager, and, dur- TORONTO, MONTREAL, WINNIPEG, REGINA MCALOARY, EDMONTON, VANCOUVER | 


Division of General Motors Corporation 


| NEW DEPARTURE 


= ‘ 


Meraden tay 


QUICK JOB—The New Departure di- 
vision of General Motors Corp., in con- 
trast with the long-term planning of its 
V-E Day ad, turned out this newspaper 
copy (which ran on unofficial V-J Day) 
‘first scraps of paper fluttered down 
inthe victory celebration. J. M. Hick- 
erson, Inc., New York, prepares New 
Departure advertising. 


senerg 
1ufactyr 
ley Cor 
si signe 
, Ine 

t, "effec 


What Are You 
Doing About This 


Fureka Publishes 
oint Insertion 


ith Oil-O-Matic 
Detroit, Sept. 6.—Eureka 
lacuum Cleaner Company made 
ts debut as a full-line appliance 
pnd heating manufacturer this 
week with a page ad in The Sat- 
ray Evening Post, through 
eyer, Cornell & Newell, promot- 
mg both postwar Eureka products 
nd its acquisition of Williams 
Dil-O-Matic Heating Company, 
Bloomington, Ill. 

Eureka products promoted are 
“complete home cleaning sys- 
em,’ which “does all your dust- 
ng, sweeping, mopping, brush- 
wg, rug cleaning, waxing, de- 
mothing and spraying”; a cordless 
lectric iron, and an electric waste 
od disposer, which fits any 
tandard kitchen sink. 
Oil-O-Matic products empha- 


‘ingeonn 


SE 


POWER? 


\ id are a low-pressure burner, 
esidential boiler unit, and winter 
ir conditioner. 


Plans for further joint adver- 
ising were not announced. 


Southern power and industrial plants conserv- 
atively rated at 10,612,000 horse power are | 
reached by Southern Power and Industry each 
month—in number of plants more than twice 
that reached by any combination of national paid | 
circulation power and industrial publications in 
the South. 
Over 3 times the paid Southern circulation of 
any book in the field, Southern Power and Indus- 
try’s 15,000 copies parallel Southern industrial 
growth, reachng into the large majority of 


ewspapers, Magazines 
mromote Air-Wick 


Seeman Bros., New York, man- 
facturer of household deodorants, 
il launch a campaign in news- 
apers in 46 cities beginning in 
Xtober, to promote Air-Wick. 
nsertions of 600, 450, 330 and 
10 lines will be used. National 
hagazine advertising will be used 
t the first time with monthly 
s in Life, Ladies’ Home Jour- 
starting with the Christmas 
and in Good Housekeeping. 


ssue 


“lth will also sponsor Southern and Southwestern power, industrial 

“ MISSUS es oppin’,” a 15- : “e2 Ic ¢ fre: ‘ 

- rinute radio ao baeadionnt and large service plants. Here is a great and 
= a Norma | ee growing industrial market—an ever-larger slice 

) fginning Oct. 1. ot radio wi 

5 so be used. Williom HL Wein- of the national market —, with only Southern 

7 oe Tee, & oe Power and Industry offering you complete cov- 

res, sncantanamsinesiangiinns erage of it! 

ft trietman to Palmer 


Strictman Biscuit Company, 
iMtinnati, has placed its adver- 
sing account with the Fred A. 
‘mer Company, Cincinnati. 


SOUTHERN POWER & INDUSTRY 


W. R. C. SMITH PUBLISHING CO. 
GRANT BUILDING ATLANTA 3, GEORGIA 
A.B.C. and A.B.P. 


» b ming 
Wit the fm 92° 


of all radio-appliance 


ve oceQles and service in the 

_.. us eS Avis handled by "RSD" ‘ 
ado 500mm ‘Ub cribers. % 
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ADISON AVE., NEW YORK, N. Y. 
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Art 
Director 


For 4-A Agency 


We'll pay the price for a really 
top-flight art director. We’re look- 
ing for a man with imagination 
and originality, a capacity for 
broad-gauge creative work and a 
flair for the unusual. 


He must have, in addition to his 
own ability to turn out striking 
layouts, sufficient knowledge of art 
sources and art values to be able 
to buy to the best advantage. And 
he should be thoroughly familiar 
with type and how it can be made 
to work. 


We're a medium-size outfit, located 
in New York City, with a variety 
of interesting and important na- 
tional accounts. When you answer, 
let us know the jobs you’ve held, 
the type of accounts you’ve worked 
on and your ideas about salary. 
Interviews will be arranged in 
New York, 
Box 6234, Advertising Age 


830 W. 42nd St., New York 18, N. Y. 


Big-time job for an 


EXCEPTIONAL 
COPYWRITER 


Quite likely, you're too far up 
the ladder as a writer to be at- 
tracted by an ordinary “blind” ad. 
But this is an extraordinary oppor- 
tunity for an exceptionally talented 
man—and if you prefer to negoti- 
ate through a third person, that’s 
satisfactory to us. We want the 
ablest man available to do a key 
writing job on one of the biggest 
and best handled accounts in the 
country. We want him for writing, 
not for contact—for clear, vigorous 
writing that stems from alert, on- 
target thinking. To qualify, you 
won't have to produce coupons or 
box tops—although, if you've done 
that successfully, your rounded ex- 
perience is doubly welcome. You'll 
be well paid here—and you'll have 
the long-range protection of a gen- 
erous personal security plan. Your 
prospective colleagues in this first- 
flight agency are topnotchers and 
thoroughly congenial. Preferably 
you should be young enough to 
have your best money years and 
your most successful production 
ahead of you. Write direct—or 
through a representative — giving 
your background, your age, your 
earnings and listing the accounts 
on which you've worked. 

Address Box 6237 
Advertising Age, 100 East Ohio St. 
Chicago 11, Illinois 


Tell your Advertising Artist friends 
about this! 


Advertising Artist! 


Unusual opportunity with successful 
Chicago advertising agency for tal- 
ented artist specializing in either illus- 
tration, design or lettering. Many 
interesting accounts to work on, with 
wide variety of art requirements, in- 
cluding four color booklets, posters, 
displays and broadsides as well as 
advertisements for both newspapers 
and magazines. Delightful working 
conditions, clean, roomy studio in 
modern loop tower building with ex- 
cellent lighting. Present staff are a 
congenial and talented group. At- 
tractive salary arrangement for 5-day 
week with plenty of overtime at in- 
creased rates if you want it—vacation 
with pay and many other important 
personal advantages. If you really en- 
joy advertising art and want a steady, 
full time position where you can ad- 
vance according to your capabilities 
we would like to meet you Only 
those of outstanding ability, pleasing 
personality and with a good educa- 
tional and personal background should 
apply. Kindly write us giving full de- 
tails of art education and experience 
plus brief personal history Those 
selected for interviews will be advised 
promptly. Box 6236, Advertising Age 
100 E. Ohio St., Chicago I!, Illinois 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” s WA a} T ft D: 
¥ 


and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. Forms close 
EXPERIENCED 


Wednesday noon preceding publication date. Display advertisements take card rates. 


HELP WANTED HELP WANTED HELP WANTED 
ADVERTISING & PUBLISHING Layout artist under 40 with “itchy” | EDITOR: Large Casualty and Fire Ww 
All Types of Positions creative fingers wanted by a ready | Insurance Company is seéking com- ! 
Placements anywhere in the to grow advertising agency in the] petent young man or woman to edit : 
United States South Atlantic’s most progressive | internal house magazine and handle 
GEORGE WILLIAMS—Personnel | state. The climate down here is not| miscellaneous writing assignments. ADVE RTIS i NG 
209 S. State St., Har. 2063, Chicago.| necessarily warmer or the people|A permanent position for one with i 


more congenial, but the man _ we|the ideas and initiative to produce 
COPYWRITER want was or is probably being “re-| successful publication for us. Fine } 
Chicago publisher wants experi-| pressed” in routine art work in an| organization to work with. Attrac- 5 
enced writer to handle classified ad-|engraving, printing or label house| tive small town living conditions. 
vertising promotion for appearance!or newspaper office, when his soul| Prefer someone with experience. ; 
in various publications. Good start-|cries out for a fuller use of his|Give complete history, salary ex- 

ing salary and future. Pleasant as-|abilities—in laying out “big time’’| pected and enclose photo. Address h Y 
sociates and working conditions.|ads, the writing of some copy, the Personnel Dept., Box 150, Wausau, 
Our staff knows of this ad. Send six| growing into of an agency execu- Wisconsin. 


samples of work and details of ex-|tive or the unhurried giving of full 
perience. Samples will be returned|scope to his creative urge. Write | aRTIST—With agency experience— 
promptly. confidentially, vital statistics, expe-| one who is versatile—-who can han- | 
Box ote ae, Ase rience, hobby, hopes, etc. dle layout, finished art and letter- 
100 E. Ohio St., Chicago 11, ° Fort & Co., Box 1808, Charlotte, N.C.|ing. One who wants to join a small, F 
POSITIONS OPEN ‘ congenial group in an established, Group ¢ ee Jowely 
With agencies, advertisers, pub-| Agency copywriter with good work- pp antag iy Sa peas stores nee i a rea up-to-the-min. 
lishers and in radio for both men|ing production experience wanted | ° ar tte the bill te A ‘somblate ute Advertising man. . . Ono who 
and women, sen | RI pg ei , a... sr la A age pn me ocaaniied hes original ideas. . . One wh 
j year o sing ency “dh Hy : paige * i 28 : 
Nea’. WALTHMSON” substantial business. Small compact and hand salary expected. Send knows merchandising. . « One who 
ADV. & PUB. PERSONNEL organisation.  Etarting 9350-9800 ee aaee ADVERTISING AGE is capable of making layouts 
1 , e., Chi monthly. Must be thoroughly ex- ox 7597, AD E SING iE tinted with 
ccna un cals tte Miran perienced, versatile and sober. This 100 E. Ohio St., Chicago 11, Ill. Copy. and — , With type 
| ‘ i rt s, and coordinati 
ADVERTISING SALESMAN is a good job with a good future for art, price , an ing and 
Technical Industrial Publication a good man. Supply full details in WANTED completing ads for this {as 
Ee es eee ome! sasaki varerene mae, er CREATIVE USED CAR PROMO- growing, chain of stores. /f you 
2sxpenses, and c mission arrange- | We!c : ) P ans. 4 : 7 x j LE “er 
aaa, Waeerteans te tacuncrint plants physical handicaps no objection as TION wie know advertising and you want to 
and sales work preferred. Age 25-35.|this is strictly office job. Address ; advance rapidly, we have thi 
This is an exceptional Opportunity | Freitag Advertising Agency, 761 The man we are looking for will outstanding position. Permanent 
to become associated with a strong} Peachtree St. N. E., Atlanta, Ga. |). 0. a broad knowledge of the au- to right man. State age, experi 
national industrial publishing or- tomobiie business and a useable un- g bh I , ; . 
ganization of excellent reputation. LAYOUT ARTIST derstanding of the mechanics of cars ence, when able to s art, and sal. 
oe ga a So of * ‘lliaiaiai If you’re looking for green pastures, | and trucks. ary desired. This oe is calling 
Re ete Amat acim |i You went free expression of your ou. Action is needed. . . Don't 
Box 7586, ADVERTISING AGE | creative ideas, then this national y 


330 W. 42nd St., New York 18, N. Y.|aqvertising agency has something Sometime 4urine his business career hesitate to answer. 


definite to offer you because we're|/ he will have worked in or directly 


eee er ret Mon thinking along the same lines. Out-| out of the home office of an auto- Box 6221, Advertising Age, 100 £. 
ayout man wanted tor newspape.|line your experience and~we’'ll ar- ; ck manufacturer. 3 apy 
advertising service department. Send range an peg cath pny 7 mobile or tru € Ohio St., Chicago 11, Hlinois, 


original samples of your work; also eS sth a . 
state salary wanted; age; marital Box 7596, ADVERTISING AGE 


status; experience. Permanent posi- 100 E. Ohio St., Chicago 11, Il. He will have Samenentee ES Ges 
tion in congenial atmosphere. Write ity to create and produce terature 


» : x , ; . _|to dealers, merchandising campaigns 
Franklin E. Katterjohn, Adv. Dir.| Advertising man with good educa ahd cone af a seuibecknleal cunt 


Evansville Printing Corp. tional background and_ substantial |‘ hen 
Evansville 5, Ind. advertising experience by long es- acter. 
tablished Rochester Advertising 
UNUSUAL OPPORTUNITY FOR Agency. Must be young, imagina- — ; fe 
INDUSTRIAL ADVERTISING MAN tive, able to create ideas, write copy |In_ addition to creative writing, he SALES MANAGER 
Leading manufacturer of diversified | and produce rough layouts. Perma-| will have had experience in con- 


industrial products offers excellent/nent, profitable future for a con-|tacting dealers in the management 
opportunity for young man with abil-| scientious worker. Give complete |of their used car departments and WANTED 
ity to create hard-hitting, factual|qdetails on age, experience, educa-|in holding dealer meetings. 

trade paper advertising, direct mail,|/tion and salary bracket in first let- 
etc. Some merchandising experience|ter. Hart-Conway Co., Inc., Genesee 
and ability to make own rough lay-| Valley Trust Bldg., Rochester, N. Y.| He will be under forty. 
outs desirable. Give age, experience, a 


A large established, growing 


salary desired. Include few << ADVERTISING PUBLICATION y alte). & manufacturer of drugs and cos- 
ate and recent «gah a SALES MANAGER If you think you can qualify and metics located about 250 miles 
wi ye returned promptly. ve ing : ae tence nanar|are interested in a connection with es 
confidential. Location St. Paul, Minn, | Must have successful business = Fe "|a splendid postwar opportunity, give from New York City seeks : 
Ras 181s, AVR tene AGS lsecressive eter ful opening fui | age, complete experience and avail- top notch sales executive. The 
"I ‘ . ‘ Sane y q rerress ee s 7 é ‘cess 2 eae ‘ . tre . = > . SE “ Ps 
_ 100 B. Ohio St, Chicago 1”, l.\record. Submit complete details. We at irk which will be yeterned right man needs a broad gen- 
Wanted—National farm paper needs| = 5x 7598, ADVERTISING AGE_ |?“ eral knowledge of the drug 
good advertising salesman for Mid- 2330 W 49nd St.. New York 18. N. Y. and cosmetic industry plus the 
dle West territory. Good future for Se - “— es eee T) foll ° bilities: 
better-than-average man. Address Personnel Division, The ollowing capabilities: 
, TE TERTISIN AGE Ady. Asst.—Good spot and oppor-| Studebaker Corporation, South Bend 
Box 44, ADVERTISING AGE ? I 
100 E. Ohio St., Chicago 11, Ill. tunity for young ee es 27, Indiana. 
* starting out. One of our argest In- | - wpationsed in sales cx- 
YOUNG COPYWRITER dustries. Must have writing and /{itustrators and retouchers for art E perienc d in rr bs 
The oldest and largest down-state contact ability. Good starting sal-| division of large auto manufacturer. ganization, in irection 
Illinois agency has an opening In/ary. Write fully. Permanent positions. Give age, com- of salesmen, in sales and 
its staff for a “Junior” Copywriter,| Box 7599, ADVERTISING AGE |plete experience and education in market analysis, in sales 
not over 30 years _of age. Must 100 E. Ohio St.. Chicago 11, Ill. first letter. Address } i + 
have thorough training in copy a comes | Pecteune! Division, promotion. us ave a 
layout, acquired either in col ose ARTISTS The Studebaker Corserntion recent thorough ienewi- 
pon th se ee tiae "tes meamveas. Positions open for photo retouchers, South Bend 27, Indiana edge of territories, mer- 
Fall details in first letter. Photo- | both es and white F boar ie phe - =a ‘ Se chandising, wholesale 
route. aie » he ace |creative layout men, _ illustrators, POS ONS "ANTE “ 
graph would _— Ls wy ree lettering men, utility men. Estab- ' and chain drug, depart: 
aga 7" sd es lished studio. Splendid opportunity a Graduate « hemfcal yee - ment store and variety 
o1G8., FCOrIA, ’ . . vic : r ae Gant erested in writing—age yroac 7 
for th right men. 5 day week. | Intere 1 
oupman -Meawmer, 231 S. Green St., | experience in chemistry process and store fields. Background 
Chicago, Ill., Randolph 3508. oil refinery engineering—desires po- in launching new prod- 
F : sition in advertising agency. ucts very desirable. 


Box 7600, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 
A D W R | T E Adequate salary. Exceptional 
SPACE SALESMAN 


opportunity for right man to 


SOMEWHERE IN THE Twenty years successful, outstand- : di Sail 

. ith ing sales experience on top-flight progress in expanding ous! 

* Creative man wit UNITED STATES metropolitan newspapers and na- ness. Send complete resume 

id ble of writ RER tional a. bed a decided of business history. All replies 

1raeas, Capa 1@) 7 upsurge in postwar advertising in- P a” acm . 

, P IS A MANUFACTU dicated, desire to represent one or will be held in strict confi- 

ing very good copy. h | ddi more good tae consumer, oer dence. Box 6231, Advertising 

° ostwar plans require addi- ness or vocational magazine in Chi- 

Please send complete i he P . ° cago and midwest territory where Age, 330 W 42nd St., New York 

tional sales effort. Perhaps this I have the agency and advertiser 18, N. Y. 


application information contacts. Now employed. Available 


rage firm never before found it neces- bout, 17. 

in first letter, giving sary to place any emphasis on Box 7601, ADVERTISING AGE 
education, age, expe- selling beyond the area in which 100 E. Ohio St., Chicago 11, Il. 
it is located. Now, confident of 
the future, free of restrictions and 


determined to progress, this or- AVAILABLE Top Grade 


rience, samples, salary, 
photograph. Replies 


confidential. Perma- 


ganization needs assistance in the A publication advertising salesman at 
nent position. middle west. present employed as advertising man- Sales 
Two secssned sslaamen. would [|] Me kes hed umansdid sopedonce Representati:e 
Box 6232, ADVERTISING AGE ; pone 
welcome the opportunity of talk- with national and trade publications, Wants an 
100 E. Ohio St., Chicago 11, Illinois ‘ cal enjoys an unusual business acquaint- 
ing to the principals of such a : : ds 4 
h ance with top agency executives in Additional Li ae 
manufacturer. U ee ee ee the middle west and also has intimate 
cessful and ambitious; have proved knowledge of key accounts in that Coll q d . “ 
their ability to produce; accus- territory. Splendid friendly relations ed Ce ‘is 
ADVERTISING SALESMAN tomed to meeting top executives; ae yee ee _ = pees gga roe yy aS 
. a . a tay - 
EXPERIENCED || financially able to set up Chicago |! au) “has a remarkable sales record. financially responsible od 
Well k Niitieasd tied . headquarters and organize ade- BOX 6235, ADVERTISING AGE well known in territory. 
Pp i stage gs “again Kit quate staff. 100 E. Ohio St., Chicago Hi, Ilinois Is looking for a good in 1s 
r, — 4 rmanen . . — 
pannus . : telly If your firm and products are up | trial line to the manufa i 
opening in Chicago office for sales- ing trade, in Wisco: «in 


man with proven ability. Good start- || to standard—and sales your ma- | Michigan and Minnesot: 


jor problem, these mid-westerners 


would like to discuss a working OPPORTUNITY FOR This man way above the | 


ing salary, excellent opportunity for 


advancement. Give complete expe- 2 eragze and only intereste< in 
‘ ; ’ ge . agreement with you. An interview ART DIRECTOR sg hi thwhil 
rience which will be held in strict ‘ ‘ Pn something worthwhile. 
will involve no obligation. with layout and creative ability 
confidence. Fast growing advertising agency with a Write Box 6208 
*.¢ fied accounts has a real future for a experi- Pag 
Box 6240, Advertising Age Box 6238, Advertising Age enced orentiv ‘layout oa tase ‘man. “Good Advertising Age 
hi S hi il | 100 E. Ohio i Chicago TR Hl. salary KUTTNER & KUTTNER 100 E. Ohio Street 
100 E. Ohio St., C —s NM, 3 540 N. Michigan Avenue Sup. 7940 


This is 
it's an O} 
for the r 
paid, Pp 
mg-pul 
ind mor 
The acce 
the large 
zine and 
This age 
in Detre 
ploys at 
ind is € 
litions a 
Write in 
nnectio 
All lette 
fidence 

zation kn 


Box 
100 E. 


Write f 


Corresp 


|, POT 
215 
KANS 


: 2 : | | q ag 
60 | es 
Adv rtis 
| ——— —_—$—_ (Gk 
| | 
| | | | 
| , 
| | | Pica uaa || 
ae 
ia | 
| | | 
| { | | 
/ 
| | 
eat | 1 re 
| | N. 
| || 
| 
| 
| 
| — | 
| es | 
a a ea el |] 
| | 
| z= 
| A 
| AGE 
| 
| We 
mz 
| | 
—_—_ — An Ex. 
CO ce 
lj Advey 
Y 
a a rat 
lin, 
in in 
bike edue 
ae 
| 4e had 
| tere dis 
ie With na 
04 
| o% 
| ited te 1 
ban Pl 
| meted and 
00 ‘Ohi 
| ee 
| rary 
| ie 
Bex 62: 
| netic acai lade te Ohi 


D: 


2ED 
Vv 


ING 


ARY 
) 


Jewelry 
the-min. 
ane who 
ne who 
ne who 

layouts 
ith type 
ting and 
his — fas! 

If you 
want to 
ave this 
ormanent 
1, experi. 
and sal. 
s calling 
. . Don't 


e, 100. 


Illinois, 


GER 


growing 
and cos- 
50 miles 
seeks a 
‘ive. The 
rad gen- 
he drug 
plus the 


ceptional 
man to 
ag busi 
resume 
ll replies 
ct confi- 
lvertising 
lew York 


pdnve 
nn 

* 
Line 
inee: ng 
ins 118 
he: th 
le ond 
ory. 
d in’ us 
yufac ur 
isco in 
sot 
the *V 
este: 10 
e. 
18 
re 
eet 


* 


Wanted: 


X 
Art 


Director 


FOR PROMINENT 
NATIONAL ACCOUNT 


This is not an “opening” ... 
i's an Opportunity, and a big one, 
for the right man. It offers a well- 
paid, permanent position with 
ng-pull security—both job-wise 
ind money-wise. 

The account is automotive, one of 
the large users of national maga- 
zine and newspaper advertising. 
[his agency has been in business 
in Detroit for 20 years. It em- 
ploys at present about 175 people, 
ind is expanding. Working con- 
jitions are excellent. 

Write in detail, giving age, past 
nections and accounts handled. 
\l] letters held in strictest con- 
fidence Members of our organi- 
zation know of this advertisement. 


Box 6223, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


| ished. 


ADVERTISING 
AGENCY LAYOUT 


We need a good one, 
must be A-I. 


Write full particulars please. 


Correspondence confidential. 


|, POTTS-CALKINS & HOLDEN 
215 PERSHING ROAD 
KANSAS CITY 8, MO. 


in Excellent Oppor- 

unity in Industrial 

\dvertising for a 
Young Man 


Ao internationally known manufacturer of 
f'rical equipment in Ohio is Interested in 
bloyiny @ man between the ages of 25 and 
in industrial advertising department. 
Slege education is desirable, an interest in 
tical copy is necessary, and the ability to 
“6 is essential The man we are seeking 
hav had Mttle or no advertising experi- 


® but cas a creative mind and a keen sense 
uer lising. He must have ambition, a 
a & e to learn, and the ability to get 
7 people. This is a real opportunity 


. ned veteran or a young man anxious 
¢ industrial advertising business as 
© manufacturing business Salary 
te with responsibility. Advancement 
y by individual's initiative and per- 
Please send full particulars, salary 
nd photograph. All replies strictly 


, sox 6211, Advertising Age 
0 © Ohio Street, Chicago t1, Ilinols 


ARTISTS 


—one experienced in layout 
d lettering, one on illustra- 
Jt of city. Permanent post- 
tions. 
6233, ADVERTISING AGE 

NE Ohio St., Chicago 11, Illinois 


Advertising Age, September 10, 1945 


POSITIONS WANTED 


POSITIONS WANTED 


TELEVISION 

Available soon. Young Army Officer. 
Motion Picture Production 6 years 
specialty: Film editing, Equip- 
ment development, Laboratory proc- 
essing. Good background Studio 
Production. Prewar partnership in 
small Adv. Co. College degree. De- 
sire television production or asso- 
ciated fields. 

Box 7609, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Copywriter-Account Executive Call- 
ing New England; Onetime Boston 
copy chief with eight years New 
York top agency creative and con- 
tact experience on leading national 
accounts desires return to God's 
Country. N. Y. salary now $12,000; 
will consider less in N. E. Can sell 
new accounts as well as write copy 
that cements hold on present bill- 
ing. Aggressive, co-operative team 
mate. 

Box 7608, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


Experienced advertising man—trade 
paper, agency copy contact, or ad- 
vertising manager metal manufac- 
turing concern. Record of produc- 
tion in all branches. Good outside 
man for small agency or manager 
trade paper or group. Photographer. 


Married. Chicago territory. High- 
est references everywhere. 
Box 7611, ADVERTISING 


AGE 
100 E. Ohio St., Chicago 11, Il. 
Hon, Discharged Vet., 4% yrs. serv- 
ice, 34, single, wants connection in 
mag., newspaper, public relations or 
publicity fields. Has pounded pave- 
ments selling classified, display and 
radio time, has pounded out public- 
ity and public relations copy on 
more than one typewriter. _ Univ. 
grad., B.A. degree, journ. major. 
Box 7604, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR AVAILABLE 
FOR CALIFORNIA POSITION 


Experienced Art Director, recently 
resigned from nationally known east- 
ern advertising agency, will make 
his permanent home in California 
within the next six weeks. 


Was Art Director on well-known, 
nationally advertised food account 
and other nationally advertised and 
local accounts. 


Capable of originating and carrying 
layouts through from roughs to fin- 
| Has organization ability 
where art department versus pro- 
duction department and closing date 
problems may be helped by closer 
co-ordination. 


Will try to contact in person 
clear response to this ad. 
AGE 


any 


Box 7607, ADVERTISING 
100 E. Ohio St., Chicago 11, Ill 


Your Opportunity ... If You 
Write Copy That Sells 
Contractors! 


Booming agency needs a 
copywriter who can write 
advertising to contractors 
and heavy equipment men. 
That's our business and we're 
specializing in it — heading 
for a brilliant future. Have 
several such accounts now 
and others cooking. We're 
located within 200 miles of 
Chicago — we think salary 
offer better than big city 
pay—also bonus. Man under 
35 preferred. Write giving 
full details of past employ- 
ment, age, photograph (if 
handy}—interview will be ar- 
ranged at once. 


Box 6242, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


PROMOTION 
ASSISTANT 


Mass Circulation, Na- 
tional Magazine in New 
York. A creative 
thinker, assist copy 
preparation for presen- 
tations, trade paper 
campaigns, let- 
ters. 


sales 


Box 624! 
Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


WANTED. EXCEPTIONAL OPPOR- 
TUNITY YOU-ABILITY AND 
ABILITY 
to work with and not on people, 
possessed by ambitious, creative 
man. Progressive. Interested in 
tomorrow’s tomorrow. When may 

I see you? 
Thomas Condon, 201 W. 105th St. 
im ee 


aN. 


Public Relations executive, 37, in in- 
dustrial field, seeks spot where he 
can use to the best advantage pro- 
motional ability, wide press contacts 
and 15 years’ newspaper experience. 
Understands farm field thoroughly. 
Present income $6,500. 

Box 7606, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Public Relations—Advertising 

Reconverting after 40 months as navy 
public relations officer and combat 
correspondent. Former newspaper- 
man, house organ editor, advertis- 
ing executive with photography, 
public speaking experience. College 
graduate, physically A-1, age 31, 
married, one son. About $5,000 to 


start. 
ADVERTISING AGE 


Box 7603, 
100 E. Ohio St., Chicago 11, Ill 

CREATIVE EXECUTIVE 
After 18 yrs. top-notch experience 
in Sales Development, Advertising, 
Merchandising & Commercial Films 
production, I’m just out of uniform, 
uprooted, ready to go anywhere if I 
can find a congenial, well-paid op- 
portunity to do a bang-up job for a 
company with vision. 

Box 7610, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COMMERCIAL ARTIST 
Interested in obtaining a permanent 
position with agency or manufac- 
turer, preferably in New England 
area. Experienced in layout, letter- 
ing, design and finished art work. 

Box 7602, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Private or Executive male secretary, 
with many years sound basic knowl- 
edge advertising and related activi- 
ties, desires position with top-flight 
agency executive. Write or wire. 

Box 7605, ADVERTISING AGE 

100 E. Ohio St., Chieago 11, Ill. 
REPRESENTATIVES AVAILABLE 


Representation for St. Louis (Mo.) 
of monthly Tradepaper or Yearbook 
wanted by experienced advertising 
salesman. Commission. 
Box 7595, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 
Individual Will Buy 
Trade, Technical or Production Paper 
Please Give Particulars. 
Box 7591, ADVERTISING AGE 
197 E. Ohio St., Chicago 11, Tl. 
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AGENCY ART DIRECTOR 


Splendid opportunity for capable, 
mature artist to become Art Di- 
rector in Southwest office of lead- 
ing international advertising agency. 
Must be good idea producer and 
capable of doing clean visuals and 
some finished Con- 
genial surroundings, pleasant liv- 
ing conditions—plus 
for excellent income. 


illustrations. 


opportunity 
Permanent. 
Write fully and in complete confi- 
dence to: 


ERWIN, WASEY & COMPANY, LTD. 
230 North Michigan Avenue 
Chicago |, Illinois 


Space, telephone service, plus steady 
cash work for Freelance Artist, do- 
ing primarily layouts, with some 
lettering. Convenient. Michigan- 
Wacker address, 
Box 7572, ADVERTISING AGE 
190 FE. Ohio St., Chieago 11, Il. 


Pioneer Advertiser with capital and 
faith in America will find new cal- 
endar an “open-sesame” to numer- 
ous latent markets. For particulars, 
write W. J. McGrory, 3827 W. May- 
pole Ave., Chicago, Ill 


EXECUTIVE SECRETARY 
AVAILABLE 


Excellent secretarial background in 
advertising, labor and publishing 
fields. Highly responsible. Oppor- 
tunity for business growth desired. 
Further information in interview. 
Box 6239, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


leads the way in 
expanding its drilling and 
production in proven fields and 
wildcatting in undeveloped areas. 
Increased needs throughout the 
world make added production 
imperative, so—exploration and 
production are being intensively 
carried on—wherever oil might 
be found. Never has the need for 


oil equipment and services in 


WORLD PETROLEUM 


2 WEST 45TH ST.@NEW YORK 19, N.Y. 


READ BY OIL EXECUTIVES EVERYWHERE @ 


foreign fields been greater than 


it is today. Never has the world- 
wide response to advertisements 
in Wortp PETROLEUM been 
greater than it is Ricut Now! 
If you tell ’em in the leading Ex- 
port Publication, Wor._p PeEtro- 
LEUM, you can’t help but sell 
‘em. Tremendous orders for oil 


equipment are being placed now, 


for present and future delivery. 


oo 


COMPLETE EXPORT AND 
DOMESTIC MANAGE- 
MENT COVERAGE in South 
America, Mexico, Iran, 
Russia or the U.S.A. 
Wherever oil is produced, 
refined or transported— 
you will find WORLD PE- 
TROLEUM is read by the 
important Purchasing Per 
sonnel. Over 70% of 
WORLD PETROLEUM read 
ers receive their copies at 
home. 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 
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LenthericResumes 
Newspaper Space 
After 10 Years 


New York, Sept. 5.—For the 
first time in 10 years, Lentheric, 
Inc., will resume advertising in 
newspapers to augment insertions 
in national fashion and women’s 
magazines. 

Large-size insertions will break 
during the week of Oct. 15 in nine 
major#areas from coast to coast, 
and will feature two Lentheric 
perfumes with space dominated by 
illustrations of the brands. Copy 
will appear twice weekly through 
November. 

Continuing national magazine 
advertising, which together with 
the new newspaper insertions, 
counter and window display ma- 
terials, and other point-of-sale 
aids for dealer use, constituting 
the largest campaign in the com- 
pany’s history, will be scheduled 
for October, November and De- 


cember issues of 11 publications. 
Four-color spreads and_ single 
pages will be used to promote the 
entire line. 

Products to be featured in the 
advertising, handled by Geyer, 
Cornell & Newell, include Len- 
theric ‘“Soft-Focus,” lucite and 
plexiglas vanities, men’s requisites, 
and Tweed, Miracle, Anticipation, 
Shanghai, Confetti and A Bientot 
perfumes. 


Co-ops Will Consider 
Petroleum Group 


At the coming session this 
month of the International Coop- 
erative Alliance in London, How- 
ard A. Cowden, president and 
general manager of the Consum- 
ers Cooperative Association, Kan- 
sas City, Kan., will propose the 
formation of a cooperative pe- 
troleum organization to be oper- 
ated for the benefit of its mem- 
bers in 41 countries under the 
auspices of the United Nations. 

One of the aims of the new 
organization, Mr. Cowden told a 
press conference at the Coopera- 
tive League of the-U. S. A., New 


York, would be to urge the 
United Nations Security Organ- 
ization to set up a world oil pool 
which would function in fields 
outside the major oil-producing 
nations, in a manner similar to 
the Texas State Oil Commission. 
The purpose of this, he said, 
would be to prorate the oil pro- 
duction so that demand and pro- 
duction might be established on 
an equitable basis, as proposed by 
the Atlantic Charter, rather than 
by separate treaties between gov- 
ernments. 


Rickard Adds Account; 
Two Join Agency 

Rickard & Co., New York, has 
been appointed advertising coun- 
sel for MB Mfg. Company, New 
Haven, Conn., manufacturer of 
vibrator isolation units and spe- 
cialized vibration equipment. 

John Simonds, formerly assist- 
ant to the advertising manager of 
Interchemical Corporation, New 
York, and Samuel Wildfeir, re- 
cently with the Army and for- 
merly in the advertising depart- 
ment of Gimbel Brothers, New 
York, have joined the agency’s 
creative staff. 


I’m Running the Dirtiest Contest on Earth 


Dirt farmers throughout all Nebraska and 


southwestern Iowa are competing in The 


World-Herald Soil 


Prizes total $5,000. Actually, 


Conservation Contest. 


rewards are 


far greater, in terms of thousands of acres of 


rich black “dirt” saved from erosion and ruin. 


In this contest, everybody wins. 


Your own soil 


may be limited to seeding a small front lawn. 


Nevertheless, you'll agree that a 


conservation experience 


“soil-saving” 


dl gt Edition of 

World - Herald 
1945 Consumer Analysis. 
Of considerable interest 


That’s The Omaha World-Herald. 


counties, over 210,000 families, every other 


contest, on an agricultural scale, must of 
necessity be so extensive that only a news- 
paper with statewide reader influence can 


hope to carry it through. 


In 103 


one in this wealthy market, read and respond 


maha = 


to this one great newspaper! 


Something to 


think about—when making up your adver- 


tising schedule. 


WORLD-HERALD 


OWNERS AND OPERATORS 


to all interested in this 
great market. Write Na- 


tional Adv. Dept. 


NET PAID CIRCULATION AUGUST, 


OF eadio TaT.O8 OWN 


National Representatives, O'Mara & Ormsbee, Inc 


New York Chicago. Detroit. Los Angeles Son-Francisco 


‘45 — Daily 210,055; Sunday 211,317 


: ( +} ‘Earl | 


, 1945 


Advertising Age, September 


Current Network Hooperating: 
August 30 Network Evening Program Audien es 
MOST LISTENERS PER SET 


Program Total Sponsor aoe 4 
1. Summer Hour (Philco) 3.03 Philco Corp. 
2. Wayne King 2.93 American Tobacco C: 
3. Phil Harris (1st Half Hour) 2.84 Colgate-Palmolive-Pe™ ¢ 
Most Men: Boxing Bout (Janerio vs. Greco), with 1.07 (Gillet 
Safety Razor Corp.) ; ; my 
Summer Hour (Philco), with 1.07 (Philco Corp.) 
Most Women: Wayne King, with 1.65 (American Tobacco Co.) ee 
Most Children: Lone Ranger, with 1.05 (General Mills, Inc.) a 
MOST SETS-IN-USE = mae 
Pe ee ee ee re 28 f< 
Programs: Famous Jury Trials (Williamson Candy Co.) se di 
It Pays To Be Ignorant (Philip Morris & Co — 
Gabriel Heatter (R. B. Semler, Inc.) a 
Waltz Time (Sterling Drug, Inc.) ee 
A A SP rrr rerr er rrrerrr Tr Tee 28 —— 
America’s Town Meeting of the Air (Reader's Digg a 
, ’ & 
Ass’n.) ‘ 
Don Voorhees’ Orchestra (Chrysler Corp.) ms 
Gabriel Heatter (Zonite Corp.) 
Music Hall (Kraft Cheese Co.) z 
a Monday S:15<Si00 titi TOW Se oo 6cis 56s ec edie bs bad maior 28 pon 
Beulah Show (Lewis Howe Co.) 
Real Stories from Real Life (Whitehall Pharmac:fiiMCAUTI/Ol 
Co.) departme 
“\ ¥ Telephone Hour (Bell System) full-page 
though "i 
HIGHEST SPONSOR IDENTIFICATION ‘and) if 
Take It or Leave It, CBS, 10-10:30 p.m., Sunday, with 88.5; Corre ight 
us, sig 
Product 88.5 (Eversharp, Inc.) they sho 
“FIRST FIFTEEN” EVENING PROGRAMS wait until 
Net- Hoopedlmmances be 
Program Sponsor Product work ati ders, H. \ 
Gabriel Heatter Zonite Corp. Forhans MBS 114 | 
(TT) 
Mr. Dist. Attorney Bristol-Myers Co. Vitalis & Ipana NBC 11.6 
Walter Winchell Andrew Jergens Co. Jergens Lotion ABC 11.5 
(Substitute) Avery 
H. V. Kaltenborn Pure Oil Co. NBC 11 - 
(MTWT)—LN 1C€ 
Richard Hark- ervi 
ness (Fri.) Lewls 
Phil Harris—CH Colgate-Palmolive- Palmolive Soap, Col- CBS 11.2 nree VE 
—(2nd Half Hr.) Peet Co. gate Dental Cream ie adv 
Screen Guild Lady Esther Ltd. CBS 10.8 . ou 
Players Associatl 
Beulah Show Lewis Howe Co. Tums CBS 10.4 road 
Your Hit Parade American Tobacco Lucky Strike Cigarets CBS 1 rs ha 
Co, ’ 
Saturday Nite Pet Milk Sales Co. Pet Milk CBS 10 igned tl 
Serenade ition a 
Lowell Thomas-LN Sun Oil Co. NBC ‘° Bent. 17 
Take It or Leave It Eversharp, Inc. CBS ven Nev 
Can You Top This? Colgate-Palmolive- Palmolive Brushless NBC po ve 
Peet Co. & Lather Shave nd Chic 
site tases “Whi ‘ ~ Cream ces of 
e, ie People— Gu Oil Corp. CBS 4 rer 
CH-MA-LN Aver, 
Man Called X Pepsodent Division, Various Products NBC 4 adlo 
Lever Bros. epresent 
People Are Funny B. & W. Tobacco Co. Raleighs NBC Assoc 
CH—Computed Hooperatings ith hi 
LN—Limited Network min nw 
MA—Moving Average e B. P 
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cova. Bloomingdale's 


CAUT1ON—Bloomingdale's, New York 
department store, tells readers in this 
full-page New York Times ad that al- 
though “it is our business to sell goods, 
land) if you want to place orders with 
ys, sight unseen, we will take them," 
they should take their time now and 
wait until they can see household appli- 
ances before they place advance or- 
ders, H. W. Fairfax Advertising Agency, 
New York, placed it. 
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ivery Opens New 
service Sept. 17 


Lewis H. Avery, 
5 11.2 ree years 
ast advertising 
Association of 
roadcast- 
, has ree 
igned that po- 
ition and on 
C °° Bent. 17 will 
J *\Bpen New York 
nd Chicago of- 
ices of Lewis 
Ss 4.4 Avery, Inc., 
c ‘ adio_ station 
epresentative. 
1 9.2 Associated § 
vith him will 
eB. P. Tim- 
thy and Ar- 
hur H. McCoy, 
hth formerly 
ith Free & Peters, Inc. Mr. 
imothy will manage the Chicago 
fice located at 333 N. Michigan 
e. New York offices will be at 
5 Fifth Ave. 


odel Publishes 
lelevision Digest’ 
P Martin Codel, founder and for- 
publisher of Broadcasting, 
pS revived the Radio News Bu- 
au which he organized in 1931 
which served newspapers 
itil he joined the American Red 
l0ss overseas in 1943. Radio 
ews Bureau will publish a 
eekly service to the trade under 
name Television Digest & FM 
eports, with headquarters in the 
lon Trust building, Washing- 
n. Associated with Mr. Codel 
Ear! B. Abrams, editor, who 
Ss formerly editor of the Army 
gal corps technical information 
VICE 
Mr. Codel is also planning other 
tion ventures in associa- 
4- 1 with his brother Edward, 
mer manager of the Atlantic 
network, who recently re- 
from service with the OWI 
t Europe, 


for the past 
director of broad- 
for the National 


Lewis H. Avery 
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ew Yorker’ Names Feyl 
Robert E. Feyl has been ap- 
ds nte New York State repre- 
P | ale of The New Yorker. 
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“the little 
magazine 
vith the big 
audience” 
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Brighten Your 
Shops, Ford Asks 


Dealers in Booklet 


Detroit, Sept. 4—The sales de- 
partment of the Ford Motor Com- 
pany is distributing a 30-page 
booklet suggesting ways in which 
Ford, Mercury and Lincoln deal- 
ers can make their establishments 
more attractive. Emphasizing that 
what customers see is what in- 
fluences them most, the booklet 
lists 30 maintenance suggestions 
and a number of advised color 
combinations for decorations. 

In a message citing the ex- 
tremely profitable service busi- 
ness developed by Ford dealers, 
J. R. Davis, director of sales and 


advertising, says: “It is essential 
that ‘war duration service cus- 
tomers’ continue to patronize our 
dealers. This book is presented | 
as a help to our dealers in making | 
their establishments outstanding | 
in the industry.” 

The booklet points out that a 
shop may be most efficient, have 
the best mechanics and best 
equipment, but the dealers will 
have a difficult time convincing 
customers if first impressions of 
the establishment are negative. 


Names Campbell-Ewald 


American Institute of Archi- 
tects, Washington, has appointed 
Campbell-Ewald Company, New 
York, to handle the account. L. B. 
Dudley is the New York account 
executive and Duncan Price is 
the agency’s Washington contact. 


|with Spartanburg Advertising 


Two Join WSPA 


Roger Shaffer, who has been 


Company, Spartanburg, S. C., has 
been appointed assistant general 
manager of Station WSPA, Spar- 
tanburg. He will have full charge 
of operations during the absence 
of Walter Brown, vice-president 
and general manager, now a spe- 
cial assistant to Secretary of State 
James F. Byrnes. Guy Vaughan 
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of the Spartanburg Herald-Jour- 
nal for the past several years, has 
resigned to become commercial 
manager of WSPA. 


To McKesson & Robbins 


G. Webster Rice, manager of 
the Philadelphia office of J. T. 
Baker & Co., for the past 14 years, 
has been appointed assistant man- 
ager of the industrial chemical 
division of McKesson & Robbins, 


Jr., national advertising manager 


New York. 


A Nationwide 


Survey of Radio and 

Electronic Technicians’ Read- 

ing Habits sent free on request. 
25 WEST BROADWAY NEW YORK 7, N. Y. 


g 
1 ! 
, l 
| I 
| 
i 
1 
1 
\ 1 
I L. D. 
| Pres., Jet Plane Mfr. 1 
| 
| 
1 1 
| 1 
1 1 
1 i 
1 i 
1 I 
1 1 
! 
! G. W. M. 1 
l Helicopter Mfr. Pres. | 
] —— —— oe ep eee eee ee ee ee 
I 
! 
I 
I 
, i 
i ! 
I 
J 1 
J 1 
I 1 
i Maj. Gen. J. M. B. 1 
| U.S. Army Air Forces 1 
= i 
I i 
I ' 
! I 
l ' 
| 1 
i I 
I 
I 1 
! 1 
I 1 
1 = Chairman | 
1 Aircraft & Components Mfr. | 
ee ee ee ne 


Hon. R. O. B. 
U. S. Senator 


a 
Airline Meteorologist 


W. A. H. 
Aircraft Mfr. VP. 


—— ee eee Ge cre rere eee ee eee eee eee ee cee eee ee ee GG ee eee eee ee GE Gee eee eee ee 


| 
1 
I 
I 
! 
J | 
4 I 
H 1 | 
I I 
€. ¢. % ! B. H. G. , JM. kb. I 
Airline Vice-President 1 VP.. Accessories Mfr. i Tire & Rubber Co. VP 1 
' ' | 
! i ! 
I I 1 
I ! | 
! ! 1 
I 1 I 
! I I 
R. B. CON. ! 1 1 
VP.—Chief Engineer } BY. i c. E. B. i 
Aircraft Manufacturer I Heads Research Organization r] Airline VP. Traffic ! 


I 
I 
I 
I 
I 
| 
! 
! 
I 
J 


J. H. M. 
Exec. VP., Engine Mfr. 


g. ¥. BP. 
Pres., Aircraft & Parts Co. 
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Well set up a date for you—auy Mouday 


Here are just a few of Aviation News’ 10,000 
weekly subscribers. These men represent the bulix 
of aviation’s tremendous purchasing power. They 
are the key executives in our largest manufactur- 
ing plants, airline operation and maintenance 
heads, officials of military and other government 
and civilian agencies, distributors of aircraft and 


parts, 


Busy as they always are, they must find time 
to keep up to the minute on aviation happenings 
today, what’s going to happen tomorrow. 

To bring these men a swift appraisal of aero- 
nautical events and trends, the editors of Aviation 


COVER ALL THE BASES WITH... AVIATION NEWS -* 


A 


lalion 


News analyze and interpret the d 


ay-to-day avia- 


tion developments and present them completely, 
authoritatively, and compactly every Monday 


morning. 


We'll gladly arrange a productive interview 
with aviation’s most influential men— through 
the advertising pages of Aviation News. Just 


name the Monday. 
More Details Available — Send 
of “10,000 Key Men who shape 


for your copy 
the course of 


Aviation.” Write Aeronautical Division, 


McGraw-Hill Publishing Co., I: 
42nd Street, New York 18, New 


Aviation's only weekly 


AVIATION «+ AIR 


1c., 330 West 
York, 


News 
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; ; ministrative assistants to Mr. Ser- 
Serlis Appoints lis in coordination of sales. Ken 


Cresta Blanca Execs Pearson has been named mer- 
Harry G. Serlis, recently ap-|Chandising manager and Berton 

pointed vice-president and direc- Durkee advertising manager of 

tor of sales and advertising of| Roma Wine Company, and J. 

Cresta Blanca Wine Company, Sokolski assistant general sales 

has announced the following ap-| ™anager of Roma. 

pointments in that company and ee eae ees 

in Roma Wine Genes at which | To Weiss & Geller 

he remains vice-president and di- New Haven Clock Company, 

rector of sales and advertising: New Haven, Conn., has ap- 
Orran I. Grossman and Paul I.| pointed Weiss & Geller, New 


Nederman have been named ad-| York, to handle the account. 


We 
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South Bend and St. Joseph County 
War Bond buyers have gone all out 
to the tune of $3,500.00 per family —that’s the average for this 
banner bond buying county! It’s tucked away for the things 
they haven’t been able to buy, but are waiting to buy! 


And that’s not all! South Bend bank deposits have reached 
an all-time high, in excess of $101,000,000.00. That’s 24% 


times greater than the so-called boom year 1928. 


Tap this mighty reservoir through WSBT. Morning, after- 
noon and night it’s the South Bend area’s overwhelming 


favorite. Send for our latest Hooper and see! 


960 K.C. 
1000 WATTS 
° 
COLUMBIA 
NETWORK 


PAUL H. RAYMER CO. + NATIONAL REPRESENTATIVES 


Selling Still 
Needs ‘Muscles,’ 
Dealers Are Told 


Blocmington, Ill., Sept. 4.—A 
warning to dealers to beware the 
“passionate purchaser,” who may 
induce “flabby selling” in the 
months ahead, was repeated this 
week by W. A. Matheson, presi- 
dent of the Oil Heat Institute of 
America and vice-president and 
manager, Williams Oil-O-Matic 
division of Eureka Vacuum 
Cleaner Company. 

Writing in the division’s news- 
letter for Oil-O-Matic dealers, 
Mr. Matheson cites an industry 
estimate that there are about half 
a million of these “senseless 
spenders—without sense of trade- 
mark significance, without sense 
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purchaser’ beguile your selling 
sense. Don’t be deluded during 
this giddy honeymoon. Some day, 
earlier than most of us think, 
selling will take muscles!”’ 

During the last five prewar 
years, oil heating equipment sales 
reached almost $392,000,000, while 
predicted sales in the first five 
postwar years are expected to 
pass the $900,000,000 mark, Mr. 
Matheson said. Such sales ex- 
pansion—disregarding the present 
abnormal situation when almost 
anything moves—calls for propor- 
tionate expansion in the capacity 
of the average dealer to do busi- 
ness. Dealers who share in the ex- 
pansion, the Oil-O-Matic executive 
said, “will be those with eye-catch- 
ing show-rooms, hard-hitting sales 
organizations, and properly trained 
and equipped installation and 
service men.” 


s~ 
eso 
Cross-Section 


5,638,800 different individuals use the New 
York Subways in a typical month, spending an 
average of 10 hours, 16 seconds monthly in 
the presence of attention-getting, sales-com- 
pelling subway cards. 

Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
Frequency... the unique combination in 
Subway Advertising. 


New York Subways Advertising Co., Inc. 


630 Fifth Avenue, New York 20, N. Y. 
410 N. Michigan Avenue, Chicago 11, Ill. 


of dealer significance, without 


sense of quality characteristics.” Publicity Firm Moves 


PR ome yeah yo ag gece Recall Arnold & Jackson, Chicago pub- 
chaser’ and his ilk is a driving, |jicity firm, has moved to larger 


senseless urge to spend,” he ex-| quarters in the Bankers building, 
plains. “Don’t let the ‘passionate | 228 N. La Salle St. 


McCormick Joins Ro: 


J. J. McCormick, dist: 
tioning executive of the 
Philadelphia, has been a; 
merchandising manager 
Kelvinator products dep 


of Raymond Rosen & Co., | 


delphia, effective Sept. 15. 
joining the OPA, Mr. Mc( 


served seven years as Kel jp; 


products territory manag 
the company. 


AFA Elects Six 


Advertising Federati 
America has elected the fo! 
to membership: Quaker St 
Refining Corporation, Oi! 
Pa.; Cincinnati Post; K 
Shreveport, pms | U, &. 
and Loan League, Chicago: 
Davis Publishing Compan) 


York, and Applegate Adve: 


Agency, Muncie, Ind. 


Loftus Rejoins Block 
E. M. Loftus, with the 


returned to Paul Block & Associ 
He has been wit 


ates, Chicago. 
the agency for 15 years. 
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REFLECTING the Farm South’s New Vitali 


Youth in itself is vi- 
tality. It is action . .. progress. To 
youth belongs the future. 


The 4-H Clubs of America represent 
youth with something on its mind, 
alert and eager youngsters with a de- 
termination to be adults who count. 


63.5% of 4-H boys and girls— 
1,001,267 of them—live in the farm 
South Southern Agriculturist’s 
market. And Southern Agriculturist 
devotes an entire editorial department 
to farm boys and farm girls every 
issue, every year. Reach the youth of 
the South — and their parents — 
through this fine old farm magazine 
with over 900,000 circulation. 


an 


NASHVILLE @ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO ® 
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Denver; KFOX, Los’ Angeles- 
Long Beach; KSAN, San Fran- 
cisco; KWBR (formerly KLS), 
Oakland; KWJJ, Portland; KRSC, 
Seattle, and WNHC, New Haven, 
Conn. WCKY, Cincinnati, will 
provide facilities to Associated 
upon request, and special facil- 
ity arrangements have been made 
with WMCA and WOV, New York, 
and WJJD and WIND, Chicago. 
These latter stations are not affil- 
iates but will act as cooperating 


Meanwhile, depositions andj|cago or Hollywood, and not in a 
briefs are being filed with the|district in which American 
Federal Court judge in Grand| “merely solicits” business. 
Rapids concerning the right to ale 


the use of “ABC” as the network |... 

identification — a right claimed | Miss Cramer to McCann 
both by Associated and American | Sally Cramer, formerly admin- 
Broadcasting Company. istrative assistant with Lennen & 


While Associated claims a prior | Mitchell, Inc, New York, on the| 


right to the use of “ABC,” Ameri- | Jergens - Woodbury account, and 
can is taking the position that it| Previously creative head of the 


does not do “ inese in th /cosmetics division of 
aa Sa Pn a Pa tg —— | Kimball Company, New York, has 


Abbott 
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oven PALC Logs Its New 

t « ffStations, Tells 

a s 7 

% Operating Aims 

“4 Grand Rapids, Mich., Sept. 4.— 

5. prio. to its first broadcast as the 

[cCorn associated Broadcasting Corpora- 

fel vii bion Sept. 16, the Associated net- 

lag f yor. through its president, Leon- 
rd \. Versluis, owner of Station 
VLAV here, has set forth its pol- 
icy end announced its executives 

ion nd list of affiliates. 

follow The network’s policy includes 

State oagbe clfering of major market cov- 

Oil age on a low-cost basis with 


the U. g 
years, ha 
& Associ 
been with 
S. 


alit 


@ ene 


rograms aimed at emphasizing 
public service. Military morale 
hows, sports programs, news and 
nusic will be stressed. 

Executive vice-president of the 
veb is Roy C. Kelley, stockholder 
i) ABC and president of the Wol-| 
erine Network. He will coordi- 
ate sales activities in New York, 
Chicago and Hollywood offices. 
As direct assistant to Mr. Versluis, 
vill be Richard F. Connor, vice- 
president, formerly station rela- 
tions director of Mutual, and chief 
f station relations for the OWI 
jomestic bureau. Mr. Connor will 
e in charge of programming. 


Kuning Is Manager 


General manager of the new 
hain is Clayton W. Kuning, vice- 


president, who has been con-| 
ected with eastern and midwest- | 
rm banking circles. William G.| 


Henderson, recently discharged | 
from the naval air corps, is vice- | 
resident in charge of station re-| 
ations. Promotion and publicity | 
wil be directed by Frank 
Browne, formerly Chicago editor | 
{ Broadcasting and prior to that | 
ublicity director of WJZ, New| 
fork. 
Eastern division headquarters | 
f Associated are being directed 
y John Whitmore, formerly news 
irector of Mutual, with offices 
nthe Chanin building, New York. 
sales manager in New York is 
{ Pancoast, formerly a member 
f the sales staff of WINS, New 
York, 

Midwest operations are under 
he supervision of John Hopkin- |} 
n, central division manager. He 
rmerly was associated’ with 
stations WIND and WJJD, Chi- 
go, aS a salesman, and with 
Robert Kahn Associates, Chicago 
dvertising agency. 


Heads West Coast Activities 


Operations on the West Coast 
e being directed by Van C. 
ewkirk, western division man- 
ger and vice-president, with 
emporary headquarters at 3055 
Wilshire Blvd., Los Angeles. Mr. 
Yewkirk for many years was di- 
rector of program activities for 
Don Lee-Mutual. Gene W. Lee, 
retired Army air corps captain, 
Ms Western division sales manager. 
He was formerly co-owner and 
berator of KFXM, San Bernar- 
No 

OQuilets for Associated include: 
YMEX, Boston; WITH, Balti- 
hore WWSW, Pittsburgh; 
WWLC, Washington; WLEE, Rich- 
Mon WBNR, Buffalo; WTMV, 
St. Louis-E. St. Louis; WMIN, 
Mint apolis;s WJBK, Detroit; 
KNA<, Salt Lake City; KMYR, | 


& Bit of Paris in New York” » 


4, RENCH RESTAURANT 
REAL FRENCH CUISINE 


LUNCHEON From $1.50 
DINNER From $2.00 


Famous French Candies 


15 EAST 52d ST. 


RRR: 


~ 


ert 


JERRRF 


alternates in 
cities. 


; : joined - Ericks } 
their respective} therefore, : McCann ~ Erickson, New 


should be filed in New York, Chi- 


the Revlon account. 


that a suit, “if any, | York, as creative group head on | 
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Wilson Appointed 

Robert A. Wilson, former direc- 
tor of public relations for the 
state farm insurance companies of 
Virginia, Maryland, Delaware and 


| the District of Columbia, has been 


appointed assistant regional direc- 
tor for the companies. 


Klein Returns 


Henry Klein, for the past two 
years with the Merchant Marine, 
has rejoined the Philip Klein Ad- 
vertising Agency, Philadelphia, as 
publicity director. 


EVERY DAY, 


ALL DAY... 


RITERION SERVICE 


CENTERS 


Where 98% of the Nation’s Food, 


~~. and 85% of all Drug Products Are Bought 


@ Day in, and day out—the year ’round, consum- 
ers on the way to shop at Naborhood stores see 
Criterion posters. See them continuously because 
Criterion panels are erected at eye-level at the busi- 
est corners (the shopping center “bottlenecks’’). 
This insures prominent visibility to everyone who 


~CRITERIO 
SERVICE 


Criterion Advertising Company, inc. 


122 East 42nd St. 216 Tremont St. 612 N. Michigan Ave. 


NEW YORK 17, N. Y. BOSTON 16, MASS. CHICAGO 11, ILL. 
Tel. MOhawk-4-7343 Tel. Superior-5757 Tel. Hubbard-1057 


“The Consumer Medium of “The Naborhood Shopping Centers 


must pass to shop at food, drug, and other stores. 
@ Criterion is a national medium that localizes 
advertising close to outlets for advertisers like 
Heinz, Ralston-Purina, Reynolds Tobacco, Swan, 
Bond Bread, Armour, Wrigley, Tip-top Bread, 
Corn Products, Borden and others. 
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Benton and Bowles 
in Partnership’ 
Again, for U. S. 


(Continued from Page 1) 


president and assistant to Chan- 
cellor Robert Hutchins of the Uni- 
versity of Chicago; chairman of 
the board of Encyclopaedia Britan- 
nica; vice-chairman of the board 
of trustees of the Committee for 
Economic Development, and head 
of Muzak Corporation, leading 
wired music organization. 

In his new job, he has the task 
of setting up a permanent govern- 
ment foreign information service 
“to assist American private en- 
terprises engaged in dissemination 
of information abroad.” 

Whether this will interfere with 
his plans, announced last winter, 
for setting up a non-commercial 
subscription FM radio service, is 


not yet known. 

For the moment, 
is apparently to decide which of 
the existing operations are to end 
with the fighting, and which are 
to continue during the unsettled 
period of international relations 
and trade. 


5,000 Employes Abroad 


For example, OWI had nearly 
9,000 persons in its employ, 
slightly more than 5,000 of them 
abroad, and it had a budget of 
$35,000,000, half of it for psy- 
chological warfare in the Pacific. 

Many of the OWI people over- 
seas are anxious to return to their 
jobs in private industry, and it 
is expected that many of the out- 
posts will be glosed down, or will 
reduce their activities. Some of 
the far eastern plans will be scaled 
down as a result of Japan’s sur- 
render, while other plans involv- 
ing re-education of the Japanese 
may come up for consideration. 

In transferring the overseas in- 
formation job to the State Depart- 
ment on a permanent basis, Presi- 
dent Truman recognized that “the 


“Shhh! He’s just bet Tom a dollar 
he could find the comic section in The Buffalo 
Evening News* blindfolded!” 


~ we 
¢ the 
. chon ° 
— yorite se exactly 
— ie Eve bo ae < one omplete — 
News at's mo Besides prov! \ d the 
where to find ao ry coverog News 
; and 


the first task | 


Advertising Age, September 1( 


1945 
nature of present-day foreign rela- First OWI activity to go out of| information, seeking only See 
tions makes it essential for the| the picture under the new over-| that it is easily available to thog 
United States to maintain infor- | seas information chief will prob-| who care to learn about this .oyp. 
mational activities abroad as an/|ably be the large-scale publica-| try. 
integral part of our foreign af- | tions like Victory, multi-language | 
fairs.” | picture magazine already sched- ; 
Mr. Truman explained to the! uled for the scrap heap. Ups Newspapers, Racio 
Secretary of State, in instructing | Reader’s Digest will expard ys. 
him to plan on carrying out the Shortwave Pollcy Upctrtpin of newspapers and spot ra. io a; 
work, that “to the fullest possible} Among the major unsolved/a result of dropping “Town Vee. 
extent, American private organi-| problems will be the policy on|ing of the Air” in Nove inbe 
zations and individuals in such| shortwave broadcasting, an activ- eee given me Gaver NS th 
; ‘ F - ; 9 show is enlargement of the inag, 
fields as news, motion pictures| ity carried on currently by a net-|>i,. and expansion of the ea 
and communications will, as in the| work of about 30 powerful gov-| torial department, which né cess). 
past, be the primary means of|ernment-owned and leased pri-| tated a decrease in the ad) ertis. 
informing peoples about this| vate stations. ing appropriation. Batten, Bay. 
country.” Whether State will sanction|ton, Durstine & Osborn the 
‘ further official international] agency. 
Promise Cooperation broadcasting is open to question, ae dears: 
Promising that the government'’s and whether . private operators Heads Golden Fleece 
program will not compete with| will care to incur the financial : 
them, he suggested “instead it! liabilities of operating shortwave |. Paul Miller, former Caster 
, : : mil sales manager of Internationa 
will be designed to assist Ameri-| is equally unclear. Cellucotton Products Company 
can private enterprises engaged On one hand it is argued that|/has become president of the 
in the dissemination of informa-| government broadcasts in peace-| newly - organized Golden Fleecg 
tion abroad, and to supplement|time might be considered un-|Company, a division of Federate, oa 
them in those specialized infor-| friendly acts by other nations.| Mills, Bancroft, Mass., and Neyjmp*” “a 
mational activities in which com-| Again, it is pointed out that short- | York, which will advertise Golde, der by: 
mercial or other limitations make| wave is the only approach to Fleece four-ply tissue nationally jjmons she 
7 : Piet : ithrough Gray & Rogers Phila.@™heir pro 
it difficult for private concerns to! nations where free exchange of | delphia EE te 
carry on all the necessary in-| printed words is not recognized. | : — a ubl 
formation work.” Keystone of the overseas infor- a ee 
“This government will not at-| mation program, it is _ believed, Pan Am. Ups Gunter al _ 
tempt to outstrip the extensive| will be the libraries of back- Kenneth C. Gunter, who ha; wd ss 
and growing information pro-| ground information about this | been acting advertising manage; ae 
grams of other nations,” the Presi-|country and official texts and|for Pan American World Airway; rt 
dent declared. “Rather, it will| speeches which OWI has built|has been named advertising man.J@* ¢ "| 
endeavor to see to it that other|up for the benefit of research|@8er.. Mr. Gunter joined PanjjjféP oe 
peoples receive a full and fair| people and writers in foreign cap-| American in October, 1943, as ad-ggpat Me 
: i 4 - , |vertising production — supervis ill recei 
picture of American life and of|itals. It is assumed that the | after eight years as productionllhey have 
the aims and policies of the gov-| overseas information peopie will) chief for Anderson, Davis (Mp ihallie 
ernment.” make little effort to “market” this| Platte, Inc., New York. aie 
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APERS 
St. Loui 
ently | 
wspape 
New Y 
umsta: 
gFloas 
ders / 
PA Bu 
To the 
ely fi 
0” 8 
estione 
T’S a fact, not a theory, that your income— Yors 
no matter how you earn it—is geared to the gative 
farmer’s income. If he’s prosperous, so are you. Three-f 
Your fortune depends on his. idents 
Agriculture’s people are so big a part of our tj yy 
population that any increase in their buying the 
power pushes the whole national income up. an im 
Leading economists have charted farm income WS. 
and national income over a 17-year stretch, The por 
proved that national income is always directly st wer 
proportionate to farm income. ‘ a 
ie 
Thriving agriculture, thriving country! It’s an : 
Economic Law we have here; and it justifies ul 
feeling good about the $28,000,000,000 Colossus h 
earned last year, and the $14,000,000,000 he has y A; 
salted away in savings. And add to this rosy AN’ 
picture the fact that Colossus has been assured ST 
a continuing prosperity by a guarantee of = 
**parity prices” for two years after the cessation \ Me 
of hostilities. No wonder advertisers are keep- nd 


ing a sharp eye on the American Farmer’s 
tremendous buying power, his giant pile of 
pent-up needs—and his favorite magazine. 


What business can ignore 
the farmer’s strength? 
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“It. Louis Strike 
oun. D ili 
nds as Dailies 
_ Buy Paper Routes 
L110 “Continued from Page 1) 
20 Use Hns of newsprint a day to print 
“10 asin 900 copies of their temporary 
1 Meet. Ry uis Daily News. The unions’ 
Vvembe \. : : 
mn thagtop-. ap paper, which has carried 
aga spl and classified advertise- 
Ne edj.fMhents, first appeared Saturday as 
NE Cessj. fou -page paper. 
d\ ertis- HF pai today the publishers 
A, Bar. creed to form a new corporation 
~ them purchase the routes owned by 
e AF of L Paper Carriers Union. 
nion members have estimated 
Se e value of the routes at $2,225,- 
eastern 00. With purchase of the routes, 
nationajf/ne publishers will be able to 
ompany Mergain with the carriers as em- 
O! theMMMoyes. Until now, the carriers 
I leece nve demanded recognition of 
4 New ir union as a bargaining agency 
> Goldenqggeder the National Labor Rela- 


itionallyigons Act but have insisted that 
Philg-fMpeir property rights not be sub- 
bt «to bargaining procedures. 

he publishers refused to recog- 


ze the carriers as both mer- 
. ants and employes. 
vho has rate today the newspapers 
manager MBoned out difficulties in negotiat- 
pie, hg anew contract with the typo- 
ed Payfmgaphical union. It is understood 
3 as ad-qgpat the employes of the papers 
ipervisi ill receive back pay for the time 
oductionf™ey have been out. 
Javis kM Retailers here have _ reported 
yus slackening of trade dur- 
g the strike. Some have used 
iio to advertise, others have 
~ ken space in neighborhood dail- 
aN sand many have used handbills. 
NN | mous-Barr, leading department 


pre, has used radio spots for 
e first time in its history, and 
s distributed copies of ““Famous- 


rr News” on downtown street 
prners. 
\ APERS ARE MISSED 
\ \ St. Louis, Sept. 5.—St. Louisans, 
\ ently deprived of their daily 


Wwspapers, miss them as much 
New Yorkers did under similar 
\ umstances last July, accord- 
gto a survey conducted by Fact 
nders Associates, Inc., for the 
‘PA Bureau of Advertising. 

To the question, “Is radio com- 


tely fulfilling your need for 
ws?”, 89.8% of the 537 people 


estioned responded negatively. 
‘Yorkers scored 82.8% in the 
gative for the same question. 

Three-fourths of the St. Louis 
idents felt they were missing 
st, or an important part, of 
ional and war news,” and 
1% thought they missed most 
in important part of the local 


The portions of the news missed 
st were, general news, 63.8% 
d features, 34.6%, while 63.1% 
led they missed advertising 
ery much” or “moderately.” 
The survey was conducted 
Pninth day of the strike. 


iN ANTONIO PAPERS 
LL STRIKEBOUND 
san Antonio, Sept. 5. — This 
three daily newspapers, the 
Antonio Evening News, Ex- 
nd Light, are still 
lock with 


on 


| 
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Union ge ed of = and poets ROBERT M. NEWCOMB 
ee Se Ne CF Sn Cy! New York, Gest. 4—i4. Comer. 
settlement (AA, Sept. 3). Robert M. Newcomb, 51, copy- | 

ae ens, Se ee have | writer for Lennen & Mitchell, | 
brought out regular editions, the | New tiock. sana. dene persons 
Express featuring three pages of | © Pha agen et agelagg a “ol 
classified, and the Evening News| \©Porlec as missing in action J 
and Light heavy with display ad-| the U. S. aye . ne on ving 
vertising. Editorial copy consists | oS Gestre rsgnene Cyyd “ wh 
of syndicated features, comics and |) Cestroyer escort, which was | 
columns, supported by late news| orn pn ge ago be ge 
typewritten and photographed. 5 ’ , 

With the newspaper commis- | @ oe we 10 yn officers and 
sion of the WLB approving the | ™€. Only 39 of the crew were | 


publishers’ stand, there appears | saved, 
little possibility of a settlement of | one 
the strike soon. -CARLE D. BRO 


| Salt Lake City, Sept. 4.—Carle 
'D. Brown, 68, former advertising 

Giteert Geldes has resigned as | Manager of the Salt Lake Tribune, 
CBS director of television to do in-| died recently at his home here. 
dependent work in the field. No | During his 12 years with the 
successor has been named. | Tribune here he was first local 


Seldes to Quit CBS 


67 
and then national advertising| den death Aug. 25 on his way to 
manager. work. Mr, Peters was formerly 


with N. W. Ayer & Son and Rich- 
ard A. Foley Advertising Agency, 
both of Philadelphia. 


HAROLD K. BEMENT 


Dallas, Tex., Sept. 4.—Funeral 

services for Harold K. Bement, IUN 

53, commercial artist, were held aero wna Pi Y fo 4—C 
here Aug. 28. Mr. Bement, art Bradlee ‘Hunt, 91, formerly ad- 
director for Tracy-Locke, Inc., | vertising agent for the New York 
Dallas advertising agency, died| Telephone Company, died here 
Aug. 27. Prior to his association} Aug. 21. He was_ instrumental 
with Tracy-Locke, Mr. Bement! in the company’s first use of ad- 


was art director of Modern Pack-|vertising, entering the firm in 
aging and Modern Plastics, New | 1893. He also served as agent for 
York. the Consolidated Gas Company 
= and the _ Consolidated - Edison 
|Company, retiring from the ac- 

RANDOLPH PETERS 


|}count in 1932. 
Philadelphia, Sept. 4.—Funeral | 


services were held here Aug. 29' Carr Joins V&B 


for Randolph Peters, assistant | Dan Carr has joined the Toronto 
space buyer of Gray & Rogers, | office of Vickers & Benson Ltd. as 
Philadelphia, following his sud-!4 radio executive. 


Ee 
es: 


PETROLEUM : 
NEWS 


@ Selling to the nation’s oil refineries 
is a two-fold job—that of putting your 
story across to both operating and 
management men. 

Keyed editorially to this dual audi- 
ence, the Refinery Section of National 
Petroleum News offers the best single 
means of reaching the two groups which 
make buying decisions. It gets atten- 
tion in the plant because of its authori- 
tative operating articles, has earned 
regular readership in the front office 
because of its coverage of all subjects 
pertinent to management. 

With a make-up formula of approxi 
mately two editorial pages for every 
advertising page, it offers high visibility 
for all advertising, flanking it with 
“must read” articles of a dozen or more 
oil-expert) authors in every monthly 
issue. 

Produced by an organization which 
has served the petroleum industry for 
more than 36 years, the Refinery See 
tion of NPN paves the way over which 
vou can keep both buying groups “com 
ing your way” vives you good 


operating coverage, plus management! 
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Promotion Men 
Claim Atom Beats 
for Publications 


Chicago, Sept. 4.—In addition 
to claiming responsibility for the 
public’s placid acceptance of the 
atomic bomb, a number of pub- 
lications are now jumping in with 
bids in promotional advertising 
pieces claiming the honor of 
“breaking” the story, a study of 
recent material to come over Ap- 
VERTISING AGE’s editorial desk re- 
veals. 

The principal claimants to the 
“beat,” however, are The Ameri- 
can Weekly, Newsweek, the New 
York Times, Power and The 
Saturday Evening Post, which 
staked their claims to the title 
almost as soon as the atomic 
bomb hit Hiroshima. 

At present The American 


Weekly, which published articles|out Aug. 


13 by Newsweek, that 


on atomic power as far back as| publication lays claim to publish- 


1924, seems to hold the record for 
magazines of general circulation. 


Publishes Score of Articles 

“For more than 20 years,” Gil- 
bert E. Mott, promotion manager 
points out, “people have been 
reading about atomic power in 
The American Weekly. As far 
back as the issue of May 25, 1924 
—after a speech made by Sir 
Ernest Rutherford, distinguished 
British scientist, before the Royal 
Institution of Science in England 
—The American Weekly printed 
an article entitled, ““Power Enough 
in a Glass of Water to Drive an 
Ocean Liner.” 

Mr. Mott also sent AA a photo- 
stat of a later article entitled, 
“Science Finds the Key that May 
Unlock the Door to Atomic 
Power,” published in The Ameri- 
can Weekly dated Feb. 6, 1927, 
and adds that since 1924 “more 
than a score of articles written on 
this same subject have appeared 
in The American Weekly.” 

In a promotional folder sent 


ing reports on atomic research 
progress, as far back as Feb. 13, 
1939. One of Newsweek’s stories 
published in the folder describes 
a Newsweek article in 1939 which 
tells of its story a year previously 
about the work being done in 
atomic research by Prof. Otto 
Hahn and Dr. Lise Meitner of 
the Kaiser Wilhelm Research In- 
stitute in Berlin, and of the Jew- 
ish exile Meitner’s flight to Cop- 
enhagen where she collaborated 
with Prof. Niels Bohr, Nobel Prize 
winning physicist, in repeating 
the uranium-shattering experi- 
ments. 


Others Enter Field 

With a reproduction of its 1,800- 
line advertisement which = ap- 
peared early in August in 33 met- 
ropolitan daily newspapers, The 
Saturday Evening Post tells how 
it revealed the full story on 
atomic power on Sept. 7, 1940, 
through an SEP article written 
by William L. Laurence. It also 
points out that its prediction via 


“dood work. boy! Repello Cigars 


now rank 51th..and I mean rank!” 


Even spot broadcasting can't sell a poor product. But 


given something to plug that people really should be 


buying, national spot usually starts the cash registers 


tinkling like sleigh bells! 


Why? Because, more than any other medium, it enables 


you to apply concentrated sales pressure at the time and 


place where your best prospects are waiting for you. 


Next time you're planning a campaign for a swell arti- 


cle. let us help. will you? 


We hate to brag but we'll bet 


we can bring you some good ideas! 


aa WY 
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Pioneer Radio Station Representatives 


Since May, 1932 


EXCLUSIVE 
REPRESENTATIVES: 
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wos) ROANOKE 

SOUTHWEST 
KOB ALBUQUERQUE 
KEEW BROWNSVILLE 
KRIS. CORPUS CHRISTI 
KXYZ ot ela ee STON 
KOMA OKLAHOMA CITY 
KTUL - LSA 
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KOIN PORTLAND 
KIRO SEATTLE 
and 
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CHICAGO: 180 N Michigan NEWYORK: 553 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 11: Sutter WOLLYWOOD: 633: Hollywood ATLANTA: 322 Palmer Bidg 


Franklin 6373 Plaza $-4130 


Cadillac 1880 Sutter 4353 


Hollywood 2151 Main $667 


munity shopping center. 
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“How Russia Will 
Fight Japan,” by Edgar Snow, 
further entitles it to say, “To 
understand tomorrow’s world, 
read The Saturday Evening Post.” 
It might be well now to say that 
the expert science reporter, Wil- 
liam Laurence, wrote a. compre- 
hensive story in the newspaper 
for which he works, the New 
York Times, about the successful 
efforts to isolate Uranium 235 in 
the Times issue dated May 5, 
1940, and that according to a 
“profile’ on Mr. Laurence in the 
Aug. 18, 1945, issue of The New 
Yorker, Mr. Laurence got his tip 
on the progress of atomic research 
from a line he read in a Physical 
Review issue of 1940, which nat- 
urally predated the 1940 Times 
story. Neither the Times nor 
Physical Review, to AA’s knowl- 
edge, filed via promotional ma- 
terial a claim to being one of the 
first to publish the story on atom- 
smashing and its implications. 


an article on 


New Publication Issued 


Power, however, not only re- 
leased promotional material, prov- 
ing with a _photostat that it 
brought the world’s attention to 
uranium in an article in an issue 
of July, 1940, but simultaneously 
McGraw - Hill published its first 
issue of Atomic Power, a new 
magazine, on Aug. 7, 1945, just a 
matter of hours after the first 
atomic bomb was dropped by 
U. S. fliers. 

The first issue of Atomic Power 
was mimeographed, and was pre- 
ceded by an editorial which ex- 
plained that it will be published 
“from time to time to reveal what 
may be discovered within the 
atom, and to relate these discov- 
eries to the life of the nation 
through news and technical infor- 
mation on the applications of 
atomic energy to prime movers, to 
central and_ industrial power 
plants, to steam and heat produc- 
tion, to the working and produc- 
tion of materials, to processing, to 
space heating, to the driving of 
trains, automobiles, ships, boats 
and airplanes, etc.” 


Shopping Center Text 


Urban Land Institute, Wash- 
ington, has published “Mistakes 
We Have Made in Development 
Shopping Centers,’ written by J. 
C. Nichols, chairman of the com- 
munity builders’ council of the 


institute, and developer of Kansas | 
City’s Country Club Plaza com-| 
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Elfenbein Bool: 
Records History 
of Trade Press 


New York, Sept. 6.—‘“‘B 
Journalism: Its Function a 
ture,” by Julien Elfenbei 
torial director of Haire P)} 
ing Company, has been pu 
by Harper & Brothers. It is 4 
most comprehensive _ stu: \ 
business publishing ever co: 
and sets up both the hi 
background and publishing 
osophy of the field, along 
host of practical operating 

Among the important facts sg 
down by Mr. Elfenbein are thy 


business papers receive 1% of the 
total advertising dollar; thai bys 
ness papers have a readership 

25,000,000, and that they hay 
30,000 employes. Of 1,509 bugs. 


ness publications analyzed, 1,0) 
are monthlies, 189 weeklies, 44 
annual or semi-annual, 45 sen; 
monthly and 30 bi-weekly. 


Started in Germany 


The forerunner of the modern 
business paper, the author say; 
was “Neues Zeitungen,” published 
by the House of Fugger in Ger 
many in the fifteenth century, §j 
Thomas Gresham III, of England 
circulated a similar commercia 
report in the following centun 
These house organs were the a 
cestors of business papers in thej 
function of gathering and dis 
tributing commercial news. 

Mr. Elfenbein believes 
business papers should be clas 
fied according to the basic di 
sions of business and_indust: 
Extractive, in which agricultu 
is included; transformative; cor 
tributive, and distributive. 


He calls the business paper “th¢ 


of adul 


only current textbook 


education,” and adds that it i 
“the accurate, colorful story « 
economics in action. . . The busi 


ness paper tries to overcome thé 


natural tendency of people t 
leave economics to economists.” 

A foreword to the 342-page vol 
ume is contributed by Stanley : 
Knisely, executive vice-presiden 


'of Associated Business Papers. 


Tingdale to FC&B 


Warren’ Tingdale, previous 
sales manager of Van Camp, I! 
has joined Foote, Cone & Beldi 
to work with New York and C! 
cago accounts in the field of foo 


(merchandising. 
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Ir you want your sales message to reach fertile 


minds — not just circulation —then you want the 
wide-open, idea-seeking minds of Popular 


Viechanics’ over 1,500,000 men readers. 


Fol 
nfl 


New 
eal S 
po! 
vit! a 
yr me r 
na 
[ SIX (¢ 
we 
he cul 
tudi: 
f N W 
py | th 
oundé 
All g 
ising | 
» medi 
r men 
nan t 
ative fi 
From 
pnd 5o 
it least 
Record, 
cored ¢ 
n Wed 
Sh 
The 2 
tudy, t 
advertis 
com 
ip of 
semen 
lews W 
was fol 
han hal 
vhile v 
ages f 
exeS TI 
ages W 
ay ran 
hursda 
hip am 
A 369. 
dvertise 
rickson 
aisin pi 
g, pub! 
ay, wa 
ntervier 
teel ir 
nday, 
iph ¢ 
Owing 
ta’s M 
lls, ra 
Nr, an 
the 
yurstine 
teel age 
Ca 
A 408 
Lennen 
mn Mond 
Mad ( 
ge 6 
SseCO 
. in 
me = 
the 
in 
mparin 
With 
In thir 
ere | 
Bnies of 
Thon 
ednesd. 
ut b 
& §) 
es C 
t 
COL 


|| : | Adver 
| es 
| TTT 
| 
De 
| 
| 
| 
| 
| 
—— 
a | Ce) 
1) eo z fa NM AEPT ERS OS | 
—. y y Va (a \\ — Center | 
. | Ny) yA Be | ; 
— Zh \ Par 2) 2 ra : bd aaene | 
ike ak | ie . 
lan “A ANAL 
ro d hay | \| \ ~ HH 8 MH ' 
> HNN AE, Sooh)| ra | Bey ie 4a; 
- t pe * Ad e LT | 
‘=. piel | ~ \\ (/ ay < ay, | y] 
oe Mlie\K and / ne fs NINN RRA ‘Th th. ; 
F On do Ff i Way WM) BEEN AUT) s Ss 
Nis NAVAN SO N x 
CW ES NNN Ne IX a y : wa 
i SINNER Neh § AWA haw oO TT | 
am | . ve. Wille A NY WY VA YN ti ae | . 
AF ps S | ent y NY \ HN : . , ena ae / TA —¥ — | —— 
v7 7 oa NK INN AAV AN VA -4-/-} fons Pact 
F imi \ 1 || \ ANNIRAZ VANNINYN Reoee (PA ee 
. Beki4 INEAY ANI) ae We? BN | ——___————eeesees 
2G y ! With, fs re | fi 8S as | 
LPS SSIES ee 
| R E A . # DBE ‘aldo > i 
| POPU . 
| | MECHANICS |, 
| E 4 MAGAZINE 
ee | sH? |  ' >) hi = 
7 le i ’ 
ee : a | 
ee 
ee Hi 
ne f ~ 
TE tbe Mind 
ee 
Se eS ee 
a 
i FE ‘ 


Foundation Study 
Bin Troy Finds High 
“Be-Day Readership 


aod Fy. 
ein. edi. 


Pp 

an New York, Sept. 6.—Median 
It is t eacership of all general news, 
tu poris, society and women’s pages 
Pon} vith advertising was 8% higher 
hi ori yy men and 9% higher for women 
Ine phil-MR, an analysis last March 19-24 
& vith aM <i. consecutive weekday issues 
g cata, f the Troy Times Record than 
facts set he cumulative median’ of’ all’ 85 
aro thafMudics in the Continuing Study 
% Of thee Ny wspaper Reading, condutted 
hat busi. the ~ Advertising |Research 
ersnip oundation. 

ley have al) general pages with adver- 
09 buif.ine in the Troy study scored 
ed, 1,0 » median readership 5% higher 
‘klies, $M men and 7% higher for women 
45 semi han the corresponding cumu- 
iy. ative figures. 

ny From 75 to 96% of the women 


nd 55 to 77% of the men read 


2) aay, j i 
> modem: jeast oné.ad,a day in the Times 


hot “@YSMocord, with the women’s peak 
Published cored on Thursday and the men’s 
Dipl n Wednesday. 
England Shows Daily Readership 
ymmercia 
+ century The 204-page report on the Troy 
e the angmgtudy, the foundation said, “gives 
‘s in thegmpdvertisers their first opportunity 
and dis compare day-by-day reader- 
WS. ip of daily newspaper adver- 
ves thaagisements. A total of 3,000 inter- 
be classigmmiews were conducted. In Troy it 
asic di yas found that men find more 
industryqgoan half of their news on Page 1, 
griculturamenile women “shop” the inside 
tive: congmpages for 80% of theirs. Both 
ve. exes read right and _ lefthand 
oaper “thq@mpages with equal interest. Tues- 
of adul#ay ranked only 1% lower than 
that it i@oursday in national ad reader- 
story offip among women. 
The busi A 369-line Pillsbury Flour Mills 
reome tha@gdvertisement, through McCann- 
people t@pickson, showing an apricot and 
1omists.” sin pie with directions for mak- 
-page vola@s, published on Page 12 on Tues- 
Stanley Age’, Was seen by 35% of women 
»-presiden merviewed. A 600-line U. S. 
Papers. teel insertion on Page 3, on 
londay, illustrated with a photo- 
iph of an iron ore steamer 
oe owing through ice from Minne- 
ogg tas Mesabi range to the steel 
& Beldnamge’s, ranked highest among men, 
< and Chie’. and also was seen by 26% 
21d of fog the women. Batten, Barton, 
purstine & Osborn is the U. S. 
teel agency. 


Calvert, Shell Oil Tie 


A 408-line Calvert whisky ad 
Lennen & Mitchell) on Page 3 
n Monday and a 1,000-line Shell 

iad (J. Walter Thompson) on 

ge 6 the same day were tied 
second in male readership, 
. The Calvert ad stressed the 
‘me. “Anyone who knows can 
real thing.’”’ Shell warned 
in motor car deterioration, 
mparing faulty steering assem- 
With booby traps in warfare. 

N third place tie among women 
fre 985-line Insurance Com- 
nies of North America (J. Wal- 

Thompson) ad on Page 17 on 
day and a 156-line Jumbo 
butter insertion of Frank 

Spice Company (Keelor & 
‘tes Company, Cincinnati) in 

tic strip form on Page 26 on 


a 
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Thursday. Both won a_ 20% 
women’s readérship and the Jumbo 
ad also won 18% of men. 
National advertisers which ran | 
four or more “test” ads during 
the six days were Aluminum 
Company of America, H. J. Heinz 
Company, Land O’ Lakes Cream- 
eries, McKee Glass Company, 
Marlin Firearms Company, Men- 


tholatum Company and Standard | 


Brands. 
Monday was the top day for| 
male interest in national ads. Men 


showed greater interest than 
women in_ alcoholic beverage, 
medical, and industrial and in- 


stitutional ads, and women peep A 


greater interest in groceériés,/ 
household products, toilet requi-| 
sites and cigaret ads. Women’s | 
local .advertising readership was| 
highest on Thursday. 


'McCann-Erickson Names 
| Wells and Krause V.P.s 


Sidney Wells and Walter Krause 
of the Chicago office of McCann- 
Erickson, Inc., have been elected 
vice-presidents of the agency. Mr. 


Sidney Wells Walter Krause 


Wells has been art director of 
the office since 1938 and will con- 


| tinue in ‘that capacity. Mr. Krause | firm. 


will continue. as head. of the new 
business department in Chicago, 
and in addition will act as man- 
| ager of the International Harvester 
Company radio account. 


Long Plans Agency 

Lt. W. H. Long, San Francisco, 
has announced that he will open 
an advertising agency under his 
own name in York, Pa., with a 
branch office in New York, after 
he completes service in the Navy. 
His staff will be composed prin- 
cipally of overseas veterans. 
‘Joins Parfait 

James Crowley, formerly with 
|#xelena Rubenstein, Inc., Stern 
| Brothers and Stix, Baer & Fuller, 
|has been appointed director of 
| sales promotion and advertising of 
Parfait Sales, Chicago cosmetics 


69 
Sets*Up Research Funds 


Paraffined Carton Research 
Council, Chicago, has established 
research funds at the Universities 
of Minnesota and Wisconsin to pro- 
vide for extensive study of pack- 
aging and merchandising of but- 
| ter. Organized this year, the 
‘council will launch an advertising 
campaign next month, using seven 
dairy and grocery trade publica- 
tions, and later will run ads in 
| school, home economics, medical 
and other papers. 


| Joins MacLean-Hunter 


| Bruce Young has resigned as ad- 
| vertising and sales promotion man- 
|ager of Pilkington Brothers Ltd., 
| Toronto, to become Montreal man- 
|}ager of MacLean-Hunter Publish- 
ing Company’s style group papers, 
including Mayfair, Men’s Wear 
'Merchandising and Stylewear. 


Youll have to 


pardon us Gentlemen...- 


But our CIRCULATION just refused 
to take the SUMMER SLUMP! 


And that’s why we couldn’t accept many of the 
National and Local advertisements that were offered 
to us for publication during August and which we 
would have been proud to see printed in The Star. 
You see, it was like this: 


For many years—even during war time—The Star’s 
circulation has followed a pretty definite, predictable 
pattern. During the winter months, circulation 
continued to grow until about the last of March. 
Then it tapered off and took a gradual slide to its low 


point about the end of July. 


After that it climbed 


steadily back to overtake the March peak. 


The Star’s circulation has followed that trend 
every year for at least a couple of generations. 


For so long, in fact, 


that when the newsprint 


shortage developed, we were able to plot our 


circulation course well 


in advance and to determine 


pretty accurately the amount of newsprint that 


could be consumed. 


But we missed out this summer—and plenty! 

Instead of taking the expected summer slump of 
7,000 Daily and 6,000 Sunday, this year The Star’s 
circulation has climbed right on throughout the 
summer months to more than 2,000 Daily and 3,000 


Sunday above the March high. 


Or, better than 


9,000 net paid both Daily and Sunday above its 


predicted course. 


And to make it tougher, unsolicited Star Classified 
lineage, already restricted to minimum space, is 


running above last year by more 


than 32 per cent. 


We sincerely regret the inconvenience this may have 
caused Advertisers and their Agencies, but we feel 


sure they will understand the situation. 


And we 


know they will appreciate the steadily increasing 
selling power that will accrue to them through this 
the favorite 

in Washington. 


ever-growing popular demand for 
Evening and Sunday newspaper 


The Star's Net Paid Circulation 


JULY DAILY SUNDAY 
1945 204,637 213,857 
1944 188,272 193,651 
Increase 16,365 20,206 
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American Lend-Lease goods were to be fired at the enemy. When the 
shooting stops, so does Lend-Lease. Actually, Lend-Lease shipments go on 
until V-J Day is officially proclaimed by President Truman, which may be 
a week or ten days hence, so that Prime Minister Attlee and Mr. Churchill 
are protesting against its termination before it is terminated. 


How recently has either gentleman re-read the text of the Lend-Lease 
bill? “An act to promote the defense of the United States,” it was passed 
March 8, 1941, nine months less one day before we were in the war. The 
then President Roosevelt called it “the arsenal of democracy,” it bore the 
symbolic numerals “(H. R. 1776),” it was intended ‘(a) to keep out of 

var, and (b) for our national security, to aid Britain and those other 
nations whose defense is vital to the defense of the United States.” The 
dollar sign was taken off the transaction to avoid postwar snarls over inter- 
allied indebtedness such as bedevilled our Anglo-Franco — and _ finally 
Germano-American relationships after the previous war. We would take 
in return what payments we could get but not expect much, which expec- 
tation has been fulfilled. Of the 40 billions worth which we furnished, 
Britain received over 25 billions. That money was spent “‘for the defense 
of the United States,” and as such, justified. 


Our American war debt is now $262,549,527,770. Britain’s is $92,980,- 
000,000. The British have a large Empire, economic resources, and vast 
wealth which they have not yet developed. 


money. “I had no discretion under the law,” says Mr. Leo T. Crowle 
Foreign Economic Administrator, “and under the promises made tot 
Congress of the United States.’ He said further that the apparatus { 
the Export-Import Bank had been offered to Britain in an effort to gi 
her sufficient dollars to continue outstanding orders placed under Le 
Lease. 


Prime Minister Attlee is reported as saying that the American decisi 
to terminate Lend-Lease means that Britain would have to pay for go00 
and other non-munitions Lend-Lease supplies which she has been receiv! 
up to V-J Day at the rate of eight billion dollars’ worth a year witho 
charge. With British expenditures offset by income of only about $3,20 
000,000, he said, the American action put Britain in a “very serious fina 
cial situation.” Mr. Churchill, for his part, “cannot believe that so great 
nation . would proceed in such a rough and harsh manner as to hamp 
a faithful ally, who held the fort while their own American armamel 
were prepared.” 


Lend-Lease was for American defense. It was an act of audacious 
creative statesmanship, and it worked. Benefaction was never its intel 
and the British people can scarcely be imagined as desiring a benet act! 
which, even were it legal under our Constitution, would be subsistence! 
a dole provided by the American,taxpayers. It will be remembered 1! 

in a play entitled “Hamlet,” Polonius, giv! 


The foregoing facts are set down to clear 
the air and calm the emotions before coming to 
the Attlee-Churchill protest. These gentlemen 
are responsible statesmen: what do they think 
there is to discuss? How can a continuance 
of Lend-Lease be talked about by them on 
any basis other than the assumption that 
American taxpayers are prepared to go on for 
an indefinite period providing Britain with a 
pure benefaction? They must know that Con- 
gress cannot subsidize the peacetime economic 
system of another country out of American tax 


readers as well. 


UNCLE DUDLEY 


Since 1891 Unele Dudley has signed the 
clear, common-sense editorials of the Boston 
Grose. Not only does he express the policies 
and reflect the character of the GLoBe, but he 


consistently strikes a responsive chord with his 


some good advice to his son, remarks, 


Neither a borrower, nor a lender be; 
For loan oft loses both itself and friend. 


Our own good opinion of the British |e’ 
us somewhat at a loss to comprehend the [fré 
of mind in which such a protest is eter 
That proud and independent folk are tie * 
on earth whom we associate either wit) ™ 
dicancy or with cheek. 


UNCLE DUDI § 


MORNING * 


EVENING” 


The Boston Globe | 


SUNDAY 
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TWO YEARS OLD—Art work for this V-J Day ad for Soft-Lite Lens Co. 
is @ two-year-old photograph from the files of Walter Engel, New York 
commercial photographer. Mr. Engel came forth with the picture after 


hearing a phone conversation between Soft-Lite's art director and ad manager 
while seated in the a:t director's office. 
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POSTWAR FOR G-E—First appliances to be produced by General Electric 

will look much like prewar models. Shown here are postwar models of the 

refrigerator, washer, electric range, alarm clock, steam iron and electric 
toaster, 
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aH WS IRONER PLANS—E. A. Jordan, left, direct sales manager, and E. 

‘©, McConnell, sales promotion manager of Horton Mfg. Co., Fort Wayne, 

8o' on as D. R. Collins, vice-president, Mitchell-Faust Advertising Co., Chi- 

*8¢ shows a layout for an announcement of Horton's new Diamond Jubilee 
automatic table model ironer. 
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Keep Watching the News tram Groham Powe! 


COMING—This copy, announcing the 

new Frazer automobile, made by Gra- 

ham-Paige Motors Corp., appeared in 

the Sept. | issue of The Saturday 
Evening Post. 
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FALL GIRL—B-I Beverage Co., St. 


Louis, has released this autmun adver- 
tising display to retailers. 


BRAND BOOSTER—For the sixth con- 
secutive year The American Weekly 
has made available to men's stores a 
complete display kit to emphasize the 
importance of promoting nationally ad- 
vertised brands. Labels will be the 
theme of this fall's promotion 


DISCUSS COPY THEME—C. E. Bleicher, left, president of the De Soto divi- 

sion of Chrysler Corp., talks over the company's new ad campaign with Dalton 

Feldstein, center, head of Dalton Motors, Sacramento dealer, and J. B. 
Wagstaff, general sales manager of the De Soto division. 


TRADEMARK FEATURED—"Tumblin' Tim," new animated trade character, 

did his act at a recent sales meeting, of Acrobat Shoe Co., division of General 

Shoe Co., Nashville, along with a full-color blowup of the promotional book, 

Tumblin’ Tim Joins the Circus,"’ featured in the fall campaign for Acrobat 

children's shoes “of balanced construction." Shown here are Carlyle Emery 

and Jack Fleisch, Ruthrauff & Ryan, Chicago, and Byrton Huffman, general man- 
ager, and Gray Simpson, sales manager of Acrobat Shoe Co. 


25 YEARS AGO THIS MONTH 


the nation’s first coast-to-coast air route was opened— 


THE MAIN LINE AIRWAY 


the 


PLANES ARE HUGE ° 


WHAT ABOUT THE FUTURE? So 


ovene the first of its new See of 


AIR LINES 


UNITED = 


SILVER ANNIVERSARY—Appearing in Business Week, Newsweek, The Satur- 

day Evening Post, Time and United States News is this color page marking 

the 25th anniversary, Sept. 8, of United Air Lines (AA, Sept. 3). N. W. Ayer 
& Son, New York, placed the copy. 


F 
F 
+ 


_» lle 


nae ae = - a 7 1 F 
4 - Al j 
. alg Gate Sa eee 3 ae 77 
e . eee ee ee : a | : as, Sa Rosie 
4 ’ 4 i aS a oe rt — ee a : eer 
a ; ee Fe i= ? 7 e Ba 
ae .* tema yo ae i _~ > : * . 
7 oo ie eee 5 roe ae » . ee 
: a ‘ ad i at ;. . = = ? - T 
. 3 — ee . oy ‘eile = tte he _ ; 4 
Pe ye 0 Shia ee : * 3 oy ie f a" a 
< i » Le rs a hy 2a ” 2 ati i a te ar a 
oN 7 ee ‘ b OM ea : ete ata: re é a. ¢ * i 
Pe a ge OE ‘ “ # eS Rs ees Ey J a i 4 wis Ss Gy 3 : 
——— oo. a ei * < ae me. ox ie ~~, Me Be es iP, : . et oa ede Se oa 
CL 8 Se eee ee | a ae eis | | S 
} ; i os Ms 4 ‘eet os oe i — 2 . - a ae SE eee ‘ ces | oe 
{ a \s a ae set Bs “a e ; a ss +. te A rt * if, Obs 2 ae ne . a 3 : int Mf My : i e a i + 
7 . 4% he a eee #, Va 8 0S Sere eas © ie ere ps f io 35 oe ne Mig 3 . 
a TE ae ase “ —. > 5 ee eT < : ee “ae % * a i eS bem = ee nae: t : . . 
_ ee aS eee, oo (NO oe 
ss ee oe ee oS ie ‘wd Se eee pees F iy hen ‘ ; : CS, ae sg haere 
“ . eae Ss bg Re +‘ : Tee FS ‘ Ps 2 a 3 a AE E i 
ee. 9 — . oe EER ogee te ~ pte we: 3. = eee: 2 We. say ‘es te A 3 | r : 
aes ; | i Fi es ste : . iw Set; Me he ma ee en ee, i . 4 ‘4 ch Clit Se i 
3 a * <4 , a # ie Sa p ia coos. S fi a - ps Sage Se i Pa o - ¢ at ae * +... 3 
a ;. es wees > e Figgas e—. Z wee: j . j ee ~ oe ; 4 | = 
: ‘ ™ 4 = cou -. 6s eS | ae 4 Bis, Es, . ‘ f aE a 
: ; 4 3 a” ee es ae i a ; € ga ig ee ae , ee ; 
‘ ¥ ag eo. 8 . oO a me ee 2 , 4 ee bee ‘ . ° 4 ai kee : 
2 & U.S a ‘ eo ale ey They « 1 ' f en = ie ae a 
4 + 7 Oe eS . ae a eg wee a mi Ho : A " oor / Se aes — * FR + 
3 _ a E. %, i eo “ “ek: Nt ee Bd » ee . ‘ sh mes Be iss eo 
7 P | ‘ oe oe oa . } abe ? oa ms! aa : - ss oy — 8 the te OF : ee : 
: : a . * 7" ae Aa en ee ‘ ies as Me : Bes: a eS eT PSP ihre a 
. ¥ % Peake. ‘on eg - eek Ae tee ik, ee Pe $3 z “ x 3 i PRR Ben, = | “t 
Des : 1 i's y es ge ee : Rae deo : . - OSS ee aeg " 3 | a 
‘ ‘ : - pees oe ar ee ee ty ae ee ee a Se ee ss ; a 
az s% aig a x3 ee a ee ae Red et x me Retin ks REE Cs ag my eS ba aa Bins é oe & ~ 
a , 2%, “. es ee ae ‘> a ra As ne : a eS a. : ee = 
P by by bog oa ee > are = x 4 { es : m, . a 
a . ae ’ ’ — ce > pass il 
: ‘a ie | Fa - £4 SaL | a 
i 1 a 2 om “ys F - ey uh 
F te ae oo CO ate : her 
- ee. WL eta, . “a Me i 6 in sy “ner giana St. ~ . = 
P& . YS ed! ¥ ee. el i a | | . aa ; fi i. 
; eek) . a a ee 7s pa gens ares: ee a 
: & ta ry 4 \  * - ‘ % oe Re SeiD Si: ie 3 F. i 
e Ye: Mt nereh . . ae ae! ~ Sa ¥ we a 
"oo Ave. > ee a ; S 
i - an. ate *, 48) 8S pees : pees > Cae ae 3 Sapa tes ee oe: . y a 
a ; #, ee cera ee. 2 = a ae ee ue, eee Se - i ae 
ON le ee a . 
» 1 me, se? Re OY rhe Tc Bega Se = uae? t ee . a : Pe — 
; tga Sy 7 , ’ Re ee Se We es yaa . 4 8 gat ger 3 j ons 
: ie | 13 S ee ats eee: ie =u. Se aes ae eee. ae artis. he % oa 
. SL eae oe ll ae ie - = os oo ES = e Mi ee’ a 
Fo SS P ae —_ ; Nae iz ee ” gf | Sais ra ae _ : Bn Ne EST @ a 
eo LL + a re at Te fea a a ect , 
f LY ¥ x * # ai Pa ae 7 Bay a ier Reh Sie Santee = ai &- se Be 
rh: a Cn ees eer se OF 8g OEE : «2 See + zs : 
re eek OT eee . Suis i Shi: See Ue tually 4 Pik, eae : ‘ sex : — ge 
i ; mE ak ® M » * a ke seh ag te ‘ 4 ae tat an _ Z ene ee ren ~. fea i a ty * s == , = Si aS Ss .&3 By << a oe eee _— br : ‘ — : 
d Re ' a OV Ms _ wes ais pe a “ hg ee & er A 7 ; 7 i es | iacananamemmaneetiaan gi be 
" . ae ‘ye v F ' —< ’ ae ee oy ee e i ee 2 aR ‘4 tee aA e a” 
eS BaP ng Ph Ee Re ie tk i . Beats ae ay ol a wilt bear the = ne, or, = ae —— | 5 2. a "\ & a Be 
a j ee aR Es it a a ki vee sac es — a | , whe “es t. 22 ee wh, q “a “ i a 
4 ; po ae » Se Ss Yeon a : : >, La ene ‘+ 2 ie %, eee , y 
eS ‘ ; : " oy ” Ged = fg RS aah May a ait ¢ = rf : ’ 4 “gf 7 Pec ee LS pe 5 ug Sree et ot ie 7 
aes ; a a ’ . nee eee i: ‘ ee ee Ag CD : — we og J * 
‘a Dt Sea ae 3 eee ‘ ieee : \ : . = . | A a, ¢ . 3 aa 
F ear Ms gt lb 3 x he . r am bie “ 4 * ee i ye: *y 
Nee teams is sae EP rey agg e Oat ctl SS " : et 4 oj $2, ‘4 | 
af a. ‘ eat ihc Dake is Bea so%, ae. : sinheaitidi Ratan intial” Whsach xa adientin : - - a ‘int 1.) = Pid ‘ be a | 
OS eo ei eee. ax mies Q > We ms 5s ee 
eis x oe a ; 2 4 - ; el , 
, i 2 iad ee ; Pn “ ey i ee : ad . : Fi 
i Ee: ad : j v7 a a a 
. a. 25 et aa -= | . 
: Ht i Bh & ‘awans ee ae i a x 
' = % : : : ie. | = 
ee | i 
- — ig 
= Ze : igre! } - 
er Peer é fe “ — 4 j | \ 
— - eer a 8 _ & m F. 
“2 er Co rrr : tee a8 | 
i nena : — a ' Pie is a.” 
. —— make 1 LET JE : 
' ac ae ae cia 
| a: . Lo \ Sod . 
’ Sy ] . . fs 7, 
| _ _ | w 4%) 
: > . 7 4 a | 4 7 
ee J « 
: ’ aig +4 ( | 
, x : : i Bi’ a B4 ‘ 
. . mw Vs : - ee 
; q * * aes” Ma e 
i uo Fe ls PGP eae , 
na Pease 23 gees Ye oe Bea _ ins ; : 
, f fis Poth. Me ete, i ’ fae 13 
; ug Pe erie nn pio nett aur mt et, He } : a 
a RE” Bieter x ; . ‘ : fe 7 
er. Sie 4 Vee x] con ‘ “y ny 
an mh a | * ; vee pidwast F ’ : 
ri a - hate, Sa 7 < . : - 
; Po es Cases A, i eae ET ee To : ee Ee - ‘3 
eo cae age _ " ee a P00 ee “— : hoe at “3 
ae tae a Be ie a . 2 Pe 
ea Pe ae 9? J us ees a PTT ae ues wa ¢ ee a & 4 . 48 
- i eg “a2 Bae se ’ “g RS oo hie, c i 
Cc ee Oe fe “geo ql 
as oe eee 200 Sa ee E - re a ¥ . : 
a OT Ow «= i SS ea aa 
ache Meee ot | BPS 2a 4 
x é ; FARES HAVE BEEN Ret b 
SPEDROS HAVE INCREASED TREMENDOUSLY A Es . - - — h ; 
: : he pin Line Airway corse’ one gllet and 400 ; 2 ; 4 
s P : gers. 1 e ime wi : ; a4 Fare ihe 4 
ee & = ye . 
fe. ait ; 2 ’ “ay 3 
; Pina si mutt 7 q 
~ & ’ z . 9 
ae ; q by r 1. , 
oe oe. : . . . * ~ 
Ne ; % ‘ i a oe: 
Se : ; we : = fa : : 
a ; Ba Pa. A a 
a : { y j K agit f o : 
' a Gi : J ? , Be has Tear ets HAVE Awe 4 
Hi ae . me i te he Saer, . i 
j mee : —— : A 7 : eee ht , 
| ; z < \ Ly | : 
Be : ‘ p R ; ’ \, y : 
- a L emi, ys » 
Fo : "4 eg oe 4 : \ 
t P ome carer wonvec’ _ é ee ? Z 4 ma 
ae 4 a Sy 2 “a F ays - \ ie! enpect: to rOUSGEniagiieepeaieget 
5 i ei i » x Sime? be : WY a Fons sete 1 aie » Meleliners 
J ‘ * a iil % ht a \e 5, 4 ot the history of the : w 25 y 
é 8.” a Pes tee eal) jx’ : ’ 
4 ™ ae 3 4 , PE @': < LD ” a. 4 altelon P a i Aion 
_ es = ; 4 eee Me "a c* % : t = Cag 
> _— > oe a ' 
rf —_— —— f ae?" cas y : 
“ ——— . — “ae 
ns 
Si ae. . 
= - P 


Some through the periscope of an American submarine, 
another Jap vessel plunges to its doom—another ray of Jap 
hope was snuffed out in oblivion. ... 


Since Pearl Harbor, 5,225,000 tons of Jap shipping 
were sent to Davey Jones’ locker by American under- 
seas assault. This figure gives a mere hint of an epic of 
the sea, the full story of which is only now beginning 
to be told. 


This potent weapon of war (and instrument of peace- 
time salvage and scientific research) first took practical 
form in the brain of a red-headed American schoolboy. 


Simon Lake distinguished himself in school mainly by 
his mischief. But he was a born inventor, and he loved 
to read. And as a direct result of his reading, he devised 
the first submarine to operate successfully in the open 
sea. In his autobiography, he said: 

“Jules Verne was, ih a sense, the director-general of my life. 
When I was not more than ten or eleven years old I read his 
Twenty Thousand Leagues under the Sea and my young imagination 
was fired. I began to dream of making voyages under the waters.” 

«... 1 began to read everything which might have a bearing 
on the problems attending my purposed penetration of the 
depths of the sea."’ 


In 1897, Simon Lake saw his dream come true with the 


By means of a recently perfected device, it is now possible to take photographs through the periscope of a submerged 
submarine — thus permitting the commander and crew to produce factual evidence of ships sunk or damaged 


A BOY and his READING 


made this picture possible 


launching of the Argonaut, the original even-keel type of under- 
seas craft... and hence the ancestor of all the submarines in the 
sea today! 


Reading Makes History 


With Simon Lake, as with so many who have shaped the course 
of human events, reading was the spark which lit the flame of 
accomplishment. 

Why has reading occupied this unique position in the lives of 
so many of history’s great? Because knowledge is power, and 
only by reading can knowledge be absorbed in full depth and 
detail. It is the impression value of what one sees that registers 
indelibly and is never forgotten. 

This significant experience is enjoyed at its richest and most 
varied best in the pages of The American Weekly. For here, bril- 
liantly reported, is an unparalleled presentation of life as it is 
lived today ...the ebb and flow of human passion-and conflict... 
the drama of man’s wisdom and folly, his frivolities and enthusi- 

RTA 


. peat yet 


\ a " Greatest 
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\ in the World 


asms and devotions, his high achievements and tragic inadequa- 
cies and failures. Here are science, art, literature . . . psychology 
... history . . . the whole exciting record of human progress 

The accuracy and authenticity of these articles, many of which 
are used in the classrooms of schools and colleges, is attested 
by the fact that in the January 7, 1945 issue of The American Week!) 
Simon Lake himself contributed the article entitled, ‘Undersea 
Jeeps,” and that shortly before his death he wrote the article, 
“Benign Future of the Submarine,’’ which was published in the 
September 9, 1945 issue. 

The American Weekly is distributed through a group of great 
Sunday newspapers and read by the men, women and young 
people in more than 8,000,000 homes from coast to coast. 

r y ry 

The manufacturer who associates his product and co'™- 
pany name with this influence is tying in with the greatest 
known force in advertising. 
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